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Sensodyne  announce  the  first 
real  toothbrush  innovation  in 
years.  New  Sensodyne  Search 
toothbrushes  are  the  world's 
most  technically  advanced.  All 
three  are  designed  with  a 
unique  combination  of 
features  to  meet  the  latest  and 
most  exacting  standards  set  by 
dentists.  Each  has  an  incredibly 
compact  head,  a  strong,  slim 
neck  and  a  handle  without 
gimmicky  angles. 

The  new  range  is 


SENSODYKc 


campaign  aimed  at  dentists.  And  the 
Sensodyne  brand  is  supported  by 
the  biggest  TV  campaign  for  tooth- 
brushes ever  seen. 

This  will  mean  an  enormous 
demand  and  an  outstanding  poten- 
tial for  profits. 

New  Sensodyne  Search 
toothbrushes  are  on  bonus  offer 
right  now  and  there's  a  special 
5  dozen  display  outer  with  free 
leaflets  for  your  customers. 
Order  plenty  of  stock  today. 
Stafford-Miller  Limited, 


backed  by  a  massive  advertising      Hatfield,  Herts.  ALIO  ONZ.  Hatfield  61151. 


SENSODYNE  SEARCH  TOOTHBRUSHESl 

Premium  priced  for  premium  profits. 


The  Money  Spinner! 

Your  stock  will  turn  around  quickly  with  the  Lady  Jayne  easy-selection  merchandising  unit. 
The  Money  Spinner  is  one  of  a  range  of  attractive  and  successful  sales  display  units 
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Plus  the  costs? 


So  it's  all  over.  Unichem  have  lost  in  the 
High  Court  and  do  not  intend  to  appeal 
(pl48).  Profit  share  rebate  has  no 
different  status  from  discounts  in  terms  of 
NHS  remuneration.,  And  chemist 
contractors  in  general  can  forget  all  about 
the  windfall  of  some  tens  of  millions  of 
pounds  that  a  Unichem  victory,  on  their 
final  contention  that  all  Drug  Tariff 
discounting  is  illegal,  might  have  brought. 

Has  anybody  won?  Unichem, 
perhaps,  because  in  the  early  stages  of  the 
legal  battle  they  made  great  capital  out  of 
the  possible  benefits  that  could  accrue  to 
members  should  their  case  succeed, 
writing  to  both  existing  members  and  non- 
members  in  those  terms.  Certainly  their 
turnover  has  continued  to  increase  by 
leaps  and  bounds  —  but  then  it  was 
tending  to  do  so  before  the  case  became  a 
matter  for  the  courts,  and  who  is  to  say 
whether  any  contractors  were  swayed  by 
the  possibility  of  a  DHSS  share-out? 
Unichem  have  prospered,  but  the  period 
has  also  seen  Sangers'  withdrawal  from 
the  wholesaling  scene  and  other 
wholesalers  have  had  their  share  of  the 
pickings  too. 

Has  anyone  else  lost?  Inevitably  some 
of  the  smaller  wholesalers  (and  perhaps 
even  some  not  so  small)  who  are 
rumoured  to  be  in  difficulty,  will  protest 
about  the  way  the  legal  proceedings  have 


provided  an  unwelcome  platform  for  the 
parties  involved  to  gain  publicity  —  and 
to  claim  that  they  were  doing  it  "all  for 
the  good  of  pharmacy."  If  purchasing 
patterns  have  been  influenced  to  the 
extent  that  there  are  any  unnecessary 
closures,  then  the  customers  of  those 
wholesalers  will  also  perhaps  be  losers. 

Victor  in  the  case  is  the  taxpayer,  who 
would  have  had  cause  to  feel  aggrieved 
should  the  verdict  have  left  him  paying 
out  more  than  had  been  negotiated, 
simply  on  the  basis  of  the  interpretation 
of  a  few  clauses  in  the  regulations  and  the 
Drug  Tariff.  The  pharmacist  has  a  "cost- 
plus"  contract  and,  had  the  verdict  gone 
the  other  way,  that  would  have  gone  out 
of  the  window.  Again,  who  is  to  say  that  a 
contract  that  did  not  take  account  of  true 
costs  would  be  in  the  profession's  long 
term  interest?  If  pharmacy  does  not  play 
fair  with  the  public,  then  it  cannot  itself 
demand  fair  treatment. 

Finally,  how  did  we  get  into  this  mess? 
Although  the  judgment  confirms  the 
legality  of  the  staus  quo,  we  are  no  further 
forward  on  discount  scales  nor  on 
discounting  itself.  If  there  are  problems, 
they  all  stem  back  to  the  demise  (lawful 
killing?)  of  resale  price  maintenance  on 
"ethical"  medicines.  C&D  and  many 
others  warned  of  the  consequences  and 
now  it  has  been  proved  —  the  savings 
have  been  achieved  at  the  expense  of 
choice  of  service,  and  the  money  has 
remained  in  the  Treasury  pocket.  Has  the 
NHS  patient  received  better  value  for 
money?  We  very  much  doubt  it. 


C&D  Price  Service 

Subscribers  are  asked  to  note  these  corrections  to  this  week's  Supplement:- 

Brylcreem  (Beecham  Proprietaries  Toiletries) 

Hairdressing  tub  standard  75ml  037-960  4.85(12)  £0.62 

Listerine  (Warner  Lambert  Health  Care) 

Antiseptic  mouthwash  197ml  161-992  3.34(6)  £0.87 

Steradent  (Reckitt  &  Colman) 

brush  on  128-843  6.41  (12)  £0.83 

fixative  large  27 1-445  6.87(12)  £0.88 

powder  medium  347-708  5.36(12)  £0.67 

tablets  30  271-411  6.40(12)  £0.76 


Chemist  &  Druggist  24  July  1982 


147 


THIS  WEEK'S  NEWS 


Discount  clawback 
right,  says  judge 


Last  Friday,  a  High  Court  judge  ruled  that  the 
Department  of  Health  had  acted  lawfully  in  clawing 
back  wholesalers'  discounts  from  chemist  contractors. 
Furthermore  there  was  no  difference,  for  these 
purposes,  between  a  discount  given  by  a  wholesaler  and 
a  profit  share  rebate. 


Unichem,  who  brought  both  actions,  do 
not  intend  to  appeal.  They  were  ordered 
to  pay  the  Department  of  Health's  costs. 

The  background  to  the  case  started 
last  October  when  Unichem  announced 
their  intention  to  take  legal  action  against 
the  DHSS  for  including  their  members' 
profit  share  rebates  in  the  Department's 
calculations  of  the  discount  clawback. 
Macarthys  then  stepped  in,  saying  they 
wanted  to  speed  up  the  proceedings,  and 
issued  a  writ  against  Unichem  and  the 
DHSS  asking  for  a  judicial  declaration 
that  the  DHSS  had  acted  lawfully  in 
taking  Unichem's  profit  share  rebates  into 
account.  Unichem  issued  their  writ 
against  the  DHSS  in  February. 

Just  before  the  High  Court 
proceedings  were  due  to  start,  earlier  this 
month,  Unichem  changed  their  summons. 
They  claimed  that  all  discount  clawbacks 
made  by  the  DHSS  were  unlawful  and 
submitted  their  argument  about  profit 
share  not  being  the  same  as  wholesaler's 
discount  as  a  secondary  summons. 

Discount  not  a  deduction 

Unichem's  argument  that  all  discounts 
applied  by  the  DHSS  in  calculating 
chemists'  remuneration  were  unlawful, 
was  based  on  the  National  Health  Service 
(General  Medical  and  Pharmaceutical) 
Regulations  1974  (see  C&D  July  10,  956 
for  a  detailed  account  of  the  High  Court 
proceedings).  The  discount  made  from 
prescription  payments  under  clause  2A  on 
p5  of  the  Drug  Tariff  was  unlawful,  their 
counsel  argued,  because  it  constituted  a 
deduction  from  payment  under  the  1974 
regulations.  But  Mr  Justice  Foster  ruled 
that  this  discount  was  not  a  deduction 
from  payment  but  merely  a  step  in 
calculating  the  amount  of  payment  due  to 
chemist  contractors  for  the  drugs  and 
appliances  they  had  supplied. 

The  formula  on  p5  of  the  Drug  Tariff 
which  said  that  chemist  contractors 
should  be  paid  (a)  the  prices  of  drugs  less 
(b)  the  sliding-scale  discount  plus  (c) 
various  allowances  added  up  to  the  total 
payment,  the  judge  said.  In  making  these 


calculations  there  was  no  difference 
between  taking  into  account  a  discount 
given  by  a  wholesaler  and  profit  sharing 
rebates  and  both,  in  his  judgment,  were 
lawful.  The  judge  said  the  retail  chemist 
had  a  duty  to  purchase  from  wholesalers 
all  the  drugs,  containers  and  appliances 
necessary  for  him  to  provide 
pharmaceutical  services.  He  was  only 
concerned  with  the  way  in  which  the  retail 
chemist  got  paid  for  those  goods  which  he 
had  bought.  "The  retail  chemist  must,  of 
course,  be  paid  for  his  labour  and 
professional  services,  etc,  but  that  is  not 
the  dispute  in  these  proceedings."  A 
formal  declaration  will  now  be  drawn  up 
in  line  with  the  judge's  decision. 

Unichem  say  that  from  the  outset  they 
were  of  the  opinion  that  the  DHSS  had 
acted  unlawfully  and  were  particularly 
pleased  when  their  new  QC  advised,  a  few 
weeks  prior  to  the  trial,  that  it  was 
possible  to  amend  the  action  so  that  it 
would  have  benefitted  all  retail 
pharmacists  and  not  just  Unichem 
members.  "We  had  always  indicated  that 
we  were  prepared  to  test  our  beliefs  in  the 
courts  even  though  it  meant  taking  on  the 
Government.  This  we  have  now  done 
although  unfortunately  unsuccessfully. 

"We  are  naturally  disappointed  but 
such  disappointment  is  primarily  on 
behalf  of  all  retail  pharmacists  to  whom 
our  success  could  have  meant  so  much. 

Unichem  say  they  do  not  intend  to 
appeal.  Both  they  and  Macarthys  had 
agreed  to  pay  their  own  costs  and  the 
Department  of  Health's  costs  were 
awarded  against  Unichem.  However 
Unichem  say  the  amount  of  the  costs  is 
not  a  problem  and  can  be  easily  covered. 

Macarthys  say  the  judgment  confirms 
their  view  that  a  chemist's  NHS 
remuneration  should  not  be  influenced  by 
the  status  of  his  wholesale  suppliers. 
"That  was  what  this  case  was  all  about 
from  last  October  when  Unichem 
announced  they  'intended'  taking  legal 
action,  until  the  day  before  they 
eventually  found  themselves  in  court 
arguing  their  case. 


"A  speedy  decision  to  remove  the 
uncertainty  introduced  by  Unichem  and  a 
recognition  that  their  claim,  if  successful, 
would  be  unfair  to  the  majority  of  chemist 
contractors  were  the  two  reasons  for  our 
involvement.  Of  course  they  changed  their 
tune  when  they  came  to  court.  It  will  be 
interesting  to  hear  their  reasons  for 
adopting  a  line  which  earlier  they  had 
dismissed  as  'arrant  nonsense'. 

"The  belated  adoption  of  their  claim 
that  all  discount  and  profit  share  rebates 
were  untouchable  by  the  DHSS  indicates 
that  they  recognise  a  more  popular  issue 
when  they  see  one,  but  one  is  not  really 
surprised  that  this  was  dismissed.  After  all 
the  PSNC  are  the  duly  elected 
representatives  of  all  chemist  contractors 
and  they  must  have  studied  the  legality  of 
the  DHSS  action  vis-a-vis  discount 
clawback.  One  assumes  that  the  PSNC 
accepted  the  principle  but  argued  (and 
rightly  so)  about  the  figures. 
'   "In  the  early  stages  of  the  legal 
proceedings  the  view  was  expressed  in  the 
pharmaceutical  Press  that  Unichem  were 
using  legal  uncertainty  for  their  own 
commercial  advantage  in  terms  of 
increasing  membership.  We  do  not  think 
anything  that  has  happened  since  then  can 
have  served  to  change  that  view." 

'Disappointing'  says  NPA 

Mr  Tim  Astill,  director  of  the  National 
Pharmaceutical  Association,  said  that 
from  a  purely  legal  point  of  view  the 
decision  was  very  much  what  the  NPA 
expected,  especially  after  Unichem 
appeared  to  alter  the  basis  of  their  case 
shortly  before  the  court  hearing.  But  the 
judgment  was  none  the  less  very 
disappointing  for  all  pharmacist 
contractors,  particularly  those  unable  to 
obtain  the  discounts  used  by  the  DHSS  in 
calculating  net  ingredient  cost,  he  added. 

The  discount  scale  was  an  average 
which  meant  by  definition  some 
pharmacists  would  be  able  to  "beat  the 
system"  while  others  were  inevitably  paid 
less  than  their  true  entitlement,  he 
continued.  "The  endorsement  of  the 
discount  scale  by  the  High  Court 
effectively  stifles  efficiency  and  means 
that  those  pharmacists  who  are  more 
efficient  tend  to  reap  only  a  small  part,  if 
any,  of  the  benefit." 

Mr  Oswald  Logan,  director  of  the 
National  Association  of  Pharmaceutical 
Distributors,  was  unwilling  to  comment 
on  the  case  in  detail  until  he  had  seen  a 
transcript  of  the  judge's  ruling.  However 
he  noted  that  the  general  effect  of  the 
judgment,  as  he  understood  it,  was  to 
confirm  the  law  as  drafted,  and  this  was 
what  most  NAPD  members  expected. 
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'Urgent',  rota 
fees  go  up 

Increases  in  "urgent"  and  rota  fees  have 
been  agreed  between  the  Pharmaceutical 
Services  Negotiating  Committee  and  the 
Department  of  Health. 

For  prescriptions  marked  "urgent'  by 
the  prescriber  and  dispensed  after  July  1 , 
the  fee  (previous  fees  in  parenthesis)  for 
dispensing  between  closing  time  and  1 1pm 
on  days  other  than  Sundays  and  public 
holidays  goes  up  to  £3.25  (£3.00)  for  those 
resident  on  the  premises  and  to  £7.75 
(£7.25)  for  non-residents.  For 
prescriptions  dispensed  between  1 1pm 
and  opening  time  the  fees  are  £4.50 
(£4.25)  resident  and  £10.00  (£9.25)  non- 
resident. 

From  August  1 ,  rota  fees  are  increased 
to  £5.00  (£4.75)  for  weekdays  and  £1 1 .60 
(£1 1 .00)  for  Sundays,  early  closing  days 
and  public  holidays. 

Labour  again  calls 
for  nationalisation 

Of  the  57  resolutions  concerning  the 
National  Health  Service  to  be  submitted 
for  the  Labour  Party's  annual  conference 
later  this  year,  16  call  specifically  for  the 
complete  nationalisation  of  the 
pharmaceutical  industry. 

Strength  of  feeling  on  the  issue  can  be 
gauged  by  the  wording  of  some  of  the 
more  sweeping  resolutions.  Hey  wood  and 
Royton  Constituency  Labour  Party 
speaks  of  "the  pharmaceutical  industry 
making  millions  out  of  the  NHS  by 
overcharging  for  drugs",  while  Fulham 
CLP  demands  the  nationalisation  of  the 
"wholesale,  retail  and  manufacturing 
pharmaceutical  industry".  Harrow 
Central  CLP  wants  to  see  Labour 
undertake  nationalisation  measures  within 
one  year  of  taking  office. 

Additionally,  16  motions  demand  that 
the  abolition  of  prescription  charges  be  a 
part  of  Labour's  next  manifesto. 
Birmingham  Yardley  CLP  believes  the 
next  Labour  government  should  insist  on 
generic  prescribing  within  the  NHS.  The 
majority  of  the  resolutions  take  as  a 
central  point  the  need  for  massive  re- 
investment in  the  Health  Service. 

FP  service  inquiry 

Health  Minister  Mr  Kenneth  Clarke  this 
week  announced  details  of  an  independent 
study  to  be  carried  out  into  ways  of 
controlling  expenditure  on  the  family 
practitioner  services. 

Answering  a  question  in  the  Commons 
from  Mrs  Renee  Short,  Mr  Clarke 
explained  that  the  study  will  be  carried  out 
by  professional  consultants,  whose  terms 
of  reference  will  be  "to  examine  and 
review  the  arrangements  for  forecasting 
and  control  of  expenditure  on  the  family 


practitioner  services,  including  the 
possibility  of  operating  a  cash  limit  on 
part  or  all  of  the  expenditure  either 
separately  or  in  conjunction  with  the 
hospital  and  community  health  services, 
and  to  make  recommendations, 
compatible  with  the  contractual  status  of 
the  professions,  the  structure  of  the  health 
services  and  the  present  nature  and  extent 
of  the  clinical  services  provided." 

Tenders  will  shortly  be  invited  from 
selected  consultancy  firms,  with  a  view  to 
a  report  being  ready  early  next  year. 


Clothier  proposals 
need  'homework' 

Pharmacists  appointed  to  rural  dispensing 
subcommittees  if  the  Clothier  proposals 
come  into  operation  should  "do  their 
homework"  and  master  the  fine  print  of 
the  new  regulations. 

The  chief  executive  of  the 
Pharmaceutical  Services  Negotiating 
Committee,  Mr  Alan  Smith  said  last  week 
that  the  proposals  were  the  result  of 
compromise  on  the  part  of  both 
pharmacists  and  doctors.  He  traced  the 
history  of  the  negotiations  to  show  how 
the  outcome  was  reached  and  outlined  the 
advantages  and  disadvantages  for 
pharmacy. 

Mr  Smith  was  speaking  at  a  seminar 
on  rural  dispensing  arranged  by  PSNC  to 
brief  LPCs  on  the  regulations  and  to 
explore  potential  problems  arising  from 
them.  Over  60  representatives  from  34 
LPCs  with  interests  in  rural  pharmacy 
joined  with  PSNC  members  and  officers 
in  the  seminar,  which  was  held  at 
Lambeth.  Mr  Smith  welcomed  the 
appointment  of  Sir  Alan  Marre  as 
chairman  of  the  national  Rural 


Dispensing  Committee  which  would 
adjudicate  on  cases  referred  to  it  from 
local  level. 

PSNC  deputy  chairman  David 
Coleman  supported  Mr  Smith  and  drew 
on  this  own  experience  as  a  member  of  the 
Clothier  Committee.  Some  dispensing 
committees,  he  said,  had  in  the  past 
handed  over  their  powers  to  the  Family 
Practitioner  Committee's  administrator. 
"We  can  do  a  lot  more  for  ourselves,"  he 
added,  "if  only  our  people  on  dispensing 
committees  are  prepared  to  go  through 
the  regulations  and  stand  up  for 
themselves." 

Mr  Smith  pointed  out  that  in  the  early 
days  of  Clothier  implementation 
principles  would  be  established  by  cases. 
The  PSNC  office  would  be  providing  an 
advisory  service  and  positive  guidance  to 
ensure  that  cases  were  presented  correctly 
at  local  level  and,  if  necessary,  to  the 
national  body. 

A  "brains  trust"  consisting  of  Mr 
Coleman,  Mr  Smith,  Donald  Ross  (PSNC 
member)  and  secretary  Stephen  Axon 
later  dealt  with  points  of  detail  raised  by 
LPC  representatives.  These  revealed  that 
LPCs  with  rural  pharmacy  interests  are 
likely  to  face  an  exacting  time  in 
defending  the  place  of  pharmacy  under 
the  new  regulations  —  but  that  the  body 
of  experience  built  up  within  the  PSNC 
should  help  to  equip  them  for  the 
challenge. 

Subject  to  agreement  between  the 
professions,  the  draft  regulations 
following  the  Clothier  Report  are  shortly 
to  be  laid  before  Parliament  for  approval, 
and  the  current  estimate  is  that  this 
milestone  will  be  passed  in  the  Autumn  of 
this  year. 


Suicides:  poster 
plea  to  media 

The  Pharmaceutical  Society  is  appealing 
to  the  news  media  to  stop  using  drug 
names  in  reports  of  suicide  cases  and  is 
backing  the  appeal  with  a  poster  to  be 
displayed  in  newsrooms. 

The  move  has  been  initiated  by  Mr 
Philip  Paul,  the  Society's  director  of 
public  relations,  who  in  a  letter  dispatched 
with  the  poster  notes  that  in  Britain  some 
200,000  people  attempt  to  kill  themselves 
each  year.  It  is  known,  he  says,  that 
people  suffering  from  severe  physical  or 
mental  disturbance  often  misuse  drugs  as 
a  means  of  self-extinction  and  that  news 
reports  of  suicides  sometimes  prompt 
imitations  of  the  methods  described.  A 
further  reason  for  withholding  drug 
names  is  that  patients  are  sometimes 
taking  the  drugs  concerned,  quite 
properly,  in  quantities  not  far  short  of  the 
reported  overdosages.  "The  simple  phrase 
'an  overdose  of  drugs'  surely  serves 
adequately  for  news  purposes,"  Mr  Paul 
suggests. 


Copies  of  the  poster  have  been  sent  to 
the  national  Press  and  broadcasting  media 
and  are  also  being  distributed  to  local 
media  through  the  Society's  branch  and 
regional  system.  Printing  costs  have  been 
borne  by  Dista  Products  Ltd. 


SSUED  IN  THE  PUBIX  INTEREST  BY 
THE  PHARMACEUTICAL  SOCIETY  OF  GREAT  BRITAIN 
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Conflicting  opinions  expressed 
as  'starch-blockers'  come  to  UK 


The  winner  of  the  S.  London  and 
Surrey  Pharmacists  Golfing  Society's 
annual  tournament,  Mr  Ted  Jobling  of 
Oakleigh  Pharmacy,  Hillingdon 
Heath,  Uxbridge,  is  pictured  receiving 
his  prize  —  a  radio  alarm  clock  — 
from  Unichem  managing  director,  Mr 
Peter  Dodd.  The  competition  was 
sponsored  by  Unichem  and  Polaroid 
at  the  Kingswood  Golf  Club  with  36 
pharmacists  participating 


Starch-blocking  tablets  that  can  be  used 
by  slimmers  are  now  available  in  the  UK 
although  the  United  States  Food  and 
Drug  Administration  is  apparently  trying 
to  halt  their  sales. 

At  least  two  brands  of  starch-blockers 
are  now  on  sale  in  Britain.  They  both 
contain  500mg  of  protein  concentrate 
extracted  from  kidney  beans.  One  of  the 
proteins  in  kidney  beans  is  said  to  inhibit 
amylase  in  the  saliva  and  pancreas  and 
hence  prevent  the  breakdown  and 
subsequent  digestion  of  starch. 

Both  the  News  of  the  World  and  the 
Daily  Mirror  have  recently  carried  stories 
relating  how  the  tablets  have  been  used 
successfully  —  although  they  also 
reported  doctors  and  nutritionists  who 
disagreed  with  their  use.  The  Mirror  later 
reported  that  the  Food  and  Drug 
Administration  was  now  claiming  that 
starch-blockers  were  drugs  because  they 
interfered  with  the  body's  metabolism. 
The  FDA  had  told  manufacturers  to  halt 
their  sales  and  had  said  there  was  no 
scientific  evidence  on  either  the  benefits  or 
safety  of  the  starch-blockers.  Ten  million 
tablets  a  week  were  being  sold  in  America 
and  nausea,  vomiting  and  diarrhoea  were 
among  the  reported  side  effects,  the 
Mirror  added. 

One  of  the  companies  selling  starch- 
blockers  in  the  UK  is  Britannia  Health. 
Their  brand  is  called  Calorex  and  is 
imported  from  America.  Britannia  say  the 
US  manufacturers  of  Calorex  are  suing 
the  FDA.  Those  manufacturers  were  the 
first  to  market  starch-blockers,  they  say, 
and  the  researcher  who  accidentally 
discovered  them,  Dr  John  Marshall, 
realised  the  effect  of  the  protein  while 
looking  into  foods  for  under-nourished 
populations. 

Clinical  studies 

Britannia  say  toxicology  studies  have  been 
carried  out  on  animals  and  also  studies  in 
humans  to  test  the  efficacy  of  the  protein 
in  blocking  starch  absorption.  Uncooked 
kidney  beans  can  be  dangerous  as  they 
contain  haemagglutins  but  Britannia  say 
the  protein  extract  used  for  their  product 
has  had  all  toxic  substances  removed. 
About  100  manufacturers  are  making 
starch-blockers  in  the  States  and  some  of 
these  may  not  have  had  the  toxic 
substances  removed,  Britannia  say. 
However,  they  believe  the  main  reason  the 
FDA  wants  to  stop  sales  is  because  the 
products  are  not  registered  as  drugs. 

Another  company  selling  starch- 
blockers  is  Doeskin  Ltd,  a  London  firm 
that  retails  cosmetics  and  health  foods 
and  has  an  established  wholesale  business 
in  vitamins  and  food  supplements. 
Doeskin's  product  is  manufactured  in  the 
States  but  packed  by  the  company  in  the 
UK.  The  company's  product  is  called 
Starchex  and  they  also  say  all  the  toxic 


materials  are  removed  from  kidney  beans 
in  its  production. 

Doeskin  say  as  far  as  they  know  the 
tablets  do  not  block  the  digestion  or 
absorption  of  sugars,  fats,  protein  or 
alcohol.  They  have  no  dangerous  side 
effects  if  not  abused,  they  say,  and 
attribute  the  American  reports  of  side 
effects  to  abuse  —  people  were  taking  two 
to  three  tablets  with  every  meal  and  also 
taking  them  between  meals,  they  claim. 
Like  Britannia  the  company  says  one 
tablet  should  be  taken  before  a  meal.  Both 
companies  also  include  warnings  on  their 
packs  that  the  product  should  not  be 
taken  by  pregnant  or  lactating  women, 
diabetics,  people  with  high-blood  pressure 
and  those  on  medication  unless  directed 
by  a  doctor. 

Both  companies  are  selling  their 
products  by  direct  mail-order  to 
customers  but  will  supply  chemists  as  well 
(see  pi 89).  Britannia  say  they  intended  to 
have  a  "proper  launch"  later  this  year  but 
were  overtaken  by  mention  of  the 
products  in  the  Press.  After  the 
newspaper  articles  were  published  they 
received  10,000  letters  in  four  days. 


VAT  exemption  for 
sanpro  refused 

The  Government  has  again  rejected 
demands  for  the  removal  of  VAT  from 
articles  of  sanitary  protection  for  women. 

In  the  Commons  last  week  Miss  Joan 
Lestor  (Labour)  clashed  angrily  with  Mr 
Jock  Bruce-Gardyne,  Economic  Secretary 
to  the  Treasury,  over  the  issue  and  failed 
in  an  attempt  to  persuade  the  Prime 
Minister  to  intervene. 

Mr  Bruce-Gardyne  rehearsed  the 
arguments  used  by  successive 
Governments  —  "Items  of  sanitary 
protection  are  one  of  a  list  of  articles 
involving  what  is  described  as  personal 
hygiene  —  including  toilet  paper,  soap, 
toothbrushes,  razors  and  the  like.  I  can 
see  no  logical  reason  to  single  out  one  item 
in  the  list  for  special  treatment." 

Mr  Laurie  Pavitt  (Labour)  claimed 
that  sexual  discrimination  was  involved 
because  items  of  sanitary  protection  were 
the  only  ones  listed  by  the  Minister  which 
were  used  exclusively  by  women. 

Mr  Bruce-Gardyne  ran  into  a  storm  of 
protests  when  he  answered  "I  am  glad  to 
say  that,  in  my  experience,  most  women 
have  a  tendency  to  use  soap". 

Miss  Lestor  promised  to  return  to  the 
campaign  to  secure  the  removal  of  VAT 
from  items  of  sanitary  protection  for 
women  and  warned  the  Minister  to  expect 
a  petition  signed  by  many  thousands  of 
women. 


Timetable  for  new 

'services'  Act 

People  who  hire  items  or  buy  them  in 
part-exchange  will  benefit  from  increased 
consumer  protection  when  the  Supply  of 
Goods  and  Services  Act  1982  comes  into 
force  early  in  1983. 

The  Act  is  in  two  parts  and  the  first, 
based  on  Law  Commission 
recommendations,  will  come  into  effect 
on  January  4,  1983.  It  will  give  people 
who  hire  goods,  buy  them  in  part 
exchange  or  have  them  supplied  along 
with  a  service  (eg  when  a  trader  supplies 
spare  parts  while  servicing  a  machine)  the 
same  kind  of  protection  that  other 
shoppers  have.  It  will  also  protect  people 
who  buy  goods  on  hire  purchase,  or 
exchange  trading  stamps  or  sales 
promotion  coupons  for  products. 

Part  2  of  the  Act  provides  that,  unless 
otherwise  agreed,  consumers  will  be  able 
to  expect  those  who  supply  services  to  do 
so  with  reasonable  care,  to  provide  the 
service  within  a  reasonable  time  and  at  a 
reasonable  cost.  Part  2  will  come  into 
effect  on  a  day  to  be  set  by  the  Secretary 
of  State.  In  the  meantime  applications  will 
be  considered  for  exclusion  orders  for  any 
type  of  service  which  may  be  unduly 
affected  by  the  Act.  The  Act  extends  to 
England,  Wales  and  Northern  Ireland, 
but  does  not  cover  Scotland. 

Dr  Gerard  Vaughan,  Minister  for 
Consumer  Affairs,  is  asking  trade 
associations  representing  the  service 
industries  to  say  whether  the  Act  will 
impose  new  burdens  upon  them.  Inquiries 
or  requests  for  exclusion  orders  should  be 
sent  to  Mr  E.  Lindley,  Consumer  Affairs 
Division,  Department  of  Trade,  Millbank 
Tower,  Millbank,  London  SW1P4QU. 


150 


Chemist  &  Druggist  24  July  1982 


The  sign  that  brings 
the  customers  in. 


Retailers  know  that  an  efficient  local  delivery 
service  is  an  excellent  sales  incentive -but  that  doesn't 
mean  that  you  have  to  shoulder  all  the  burdens  of 
organising  your  own. 

A  contract  with  us,  tailored  to  your  own  particu- 
lar needs,  puts  a  speedy,  trouble-free,  efficient  service 
at  your  disposal  straight  away. 

It's  a  very  flexible  arrangement  with  regular  col- 
lections and  next-day  delivery  in  your  area. 

Size  and  weight  limits  are  flexible  too,  and  goods 
don't  have  to  be  specially  packed.  Documentation  is 
simple,  and  if  you  don't  want  to  wait  for  payment  you 
can  use  our  excellent  Cash  On  Delivery  service. 


Local  Delivery 


Royal  Mail  local  delivery  is  a  surprisingly  econo- 
mical service,  and  likely  to  be  a  very  cost-effective 
alternative  to  running  your  own  vans  or  using  another 
carrier,  so  why  not  forget  transport  headaches  and 
attract  more  customers  at  the  same  time  by  letting  the 
Royal  Mail  deliver  for  you. 

Well  even  provide  you  with  the  sign! 
|  

n  To:  Ray  Brown,  Postal  Marketing  Department,  FREEPOST, 

(no  stamp  required),  22/25  Finsbury  Square,  LONDON  EC2B  2QQ 

Please  contact  me  about  Local  Delivery  contracts* 
•  Please  send  me  a  leaflet  on  the  Local  Delivery  Service* 

■    D/200/1065/2  *Not  available  in  London  Postal  Districts. 

I  NAME  POSITION  

I  COMPANY  

ADDRESS  


POSTCODE  TEL: 
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No  inquiry  into 
FPC's  decision 
on  Gt  Wakering 


The  Secretary  for  Social  Services  has 
declined  to  establish  an  inquiry  to 
determine  whether  Essex  Family 
Practitioner  Committee  has  acted  lawfully 
in  refusing  to  transfer  patients  from  the 
Great  Wakering  doctors'  dispensing  list  to 
the  prescribing  list  for  a  two-year  period 
or  upon  the  introduction  of  Clothier. 

Mr  Lawrence  Collin,  who  opened  up  a 
pharmacy  in  Great  Wakering  recently 
made  the  request  under  Section  84  of  the 
NHS  Act  1977  after  the  FPC  refused 
either  to  make  the  transfer  of  patients  as 
expected  or  refer  the  matter  to  the 
dispensing  subcommittee. 

The  Secretary  indicated  that  an 
inquiry  under  Section  84  could  not 
determine  in  law  whether  Essex  FPC  had 
proceeded  in  a  way  which  was  or  was  not 
in  accordance  with  the  NHS  (General 
Medical  and  Pharmaceutical  Services) 
Regulations,  nor  could  such  an  inquiry 
determine  in  law  whether  the  notice  given 

RPA  raises  'sub': 
asks  LPCs  to  join 


in  the  case  in  question  was  or  was  not 
reasonable.  He  said  these  were  questions 
of  law  which  could  only  be  determined 
before  the  courts. 

The  Secretary  of  State  said  he  had 
been  advised  that  he  had  no  power  to 
direct  Essex  FPC  to  treat  their  original 
notice  as  invalid  and  to  give  a  different 
period  of  notice  for  the  purposes  of 
Regulation  30(3)  of  these  Regulations. 

Mr  Bruce  Rhodes,  speaking  at  the 
Rural  Pharmacists  annual  meeting  (see 
pi 83)  said  that  although  he  thought  the 
events  leading  up  to  the  opening  of  Mr 
Collin's  pharmacy  might  have  been 
handled  better  and  with  a  different 
outcome,  nevertheless  the  Pharmaceutical 
Society  had  been  most  concerned  over  the 
FPC's  handling  of  the  case  "particularly 
the  failure  to  refer  the  matter  to  the 
dispensing  subcommittee  and  the  two 
years  'reasonable  notice'. 

"Quite  how  the  FPC  can  disregard 
Regulation  30  (v),  despite  the  words  of  Mr 
Justice  Gibson  in  the  Tenterden  judgment 
having  been  pointed  out  to  them,  is 
beyond  me."  Mr  Rhodes  said  that  for  the 
Secretary  to  suggest  to  Mr  Collin,  as  he 
now  had,  that  the  only  recourse  was 
through  the  courts,  when  the  Regulations 
were  on  the  point  of  being  changed,  was 
most  unfortunate. 

local  level  with  the  role  of  encouraging 
local  campaigns  and  interest  prompted  by 
two-way  communication  with  the 
secretary  and  chairman.  The  meeting 
decided  to  appoint  a  central  core  from 
within  this  committee  to  be  the  active  unit 
while  maintaining  area  representatives. 
The  core  committee  comprises  the  elected 
officers  and  Mr  F.  Battersby,  Mr  M. 
Bran,  Mr  S.  Bubb,  Mr  D.  Dalglish,  Mr  G. 
Hill,  Mr  D.  Hoyle,  Mr  K.  Jenkins,  Mr 
D.P.  Morgan,  Mr  W.  Rucker,  Mr  J. 
Sehmi  and  Mr  A.  Worby. 

In  his  report  as  chairman  Mr  Madge 
said  "It  has  been  an  exciting  12  months 
making  RPA  and  the  rural  pharmacist's 
problems  known  to  the  community  and 
world  in  general."  He  reminded  the 
meeting  of  the  Association's  objectives 
and  challenged:  "Are  they  still 
applicable?  Are  they  still  our  objectives? 
Do  they  need  amendment  or  addition? 

PSGB  'antagonistic' 

"When  the  RPA  started  there  was  no 
separate  organisation  for  the  rural 
pharmacist.  The  DHSS  did  not  want 
another  body  to  deal  with  and  the  other 
professional  pharmaceutical  bodies  quite 
naturally  looked  askance  at  the  coming  of 
another  group.  The  PSGB  has  been 
lukewarm  if  not  antagonistic  at  times." 
Mr  Madge  said  this  was  expected. 

At  the  worst,  the  RPA  has  been  a 
"ginger"  group.  However,  more 
attention  had  been  paid  to  rural  pharmacy 
problems  in  the  last  12  months  than  at  any 
time  before.  "The  doctors  certainly  know 
of  our  existence  now  .  .  ." 

On  Clothier  Mr  Madge  said  two  things 
must  be  remembered.  What  was  finally 
accepted  would  the  the  pattern  for  many 
years  to  come  with  little  chance  of 


amendment  for  a  long  time.  Secondly, 
what  would  it  be  like  for  the  rural 
pharmacist  if  there  were  no  Clothier 
agreement? 

Secretary  John  Davies  referred  to  the 
considerable  membership  support 
established  throughout  the  country.  "It  is 
strong  enough  to  influence 
pharmaceutical  thinking  but  still  not 
strong  enough  to  satisfy  our  hopes  and 
aspirations.  We  need  much  more  support 
in  order  that  we  can  display  a  solidity  of 
purpose  throughout  rural  pharmacy." 

He  said  the  RPA  needed  a  similar 
response  to  the  Tenterden  appeal  to  look 
after  the  rest  of  the  flock  who  are  in 
danger  of  being  edged  out  of  their  natural 
field  of  influence  by  a  creeping  and  far 
more  subtle  way  (sic). 

Endeavours  in  the  next  twelve  months 
must  be  more  precisely  channelled  and 
efforts  be  concentrated  to  build  up  a 
relationship  with  members'  own  MPs,  Mr 
Davies  said. 


'No'  to  'fettering' 
of  urban  pharmacy 

Pharmacists  will  not  countenance  any 
attempt  to  fetter  provision  of  a  pharmacy 
service  in  urban  areas  on  the  edge  of 
controlled  localities  under  Clothier  — 
those  that  just  include  the  edge  of  a 
market  town  or  a  housing  estate,  for 
example. 

The  chief  executive  of  the 
Pharmaceutical  Services  Negotiating 
Committee,  Mr  Alan  Smith,  addressing 
rural  pharmacists  (see  also  pi 84),  said  that 
there  would  always  be  a  change  in 
localities  as  they  developed  and  this  would 
bring  in  new  patients.  "To  prevent  the 
pharmacist  from  having  a  contract  to 
dispense  for  such  people  until  the  case  had 
gone  before  a  national  committee  was 
wrong."  Under  Clothier  pharmacists 
would  give  up  their  birthright  to  80  per 
cent  of  the  countryside  so  they  could  not 
allow  any  attempt  to  fetter  provision  of 
pharmacy  in  urban  areas."  This  would  be 
fought  tooth  and  nail. 

Mr  Smith  also  urged  pharmacists  to 
make  representations  to  their  MPs  about 
the  automatic  right  of  doctors  with 
dispensing  practices  in  seaside  towns  to 
both  prescribe  and  dispense  for  temporary 
visitors,  for  example.  Some  seaside  towns 
had  large  additional  populations  in  the 
Summer  season.  It  was  an  "absolute 
nonsense"  that  residents  of  a  hotel  next 
door  to  a  pharmacy  could  not  avail 
themselves  of  the  service  the  pharmacy 
provided  year  round. 

Pharmacists  should  point  out  the 
anomaly  that  it  was  only  a  doctor  who 
could  be  "forced"  to  provide  a  dispensing 
service  by  FPCs  if  demanded  by  a  patient. 
It  was  both  an  insult  to  pharmacy  and  was 
not  fair  on  the  medical  profession.  "We 
claim  to  be  keepers  of  the  nation's 
medicine  chest.  If  there  is  any  obligation 
on  any  profession  to  provide  a  service  it 
must  be  on  us." 


Members  of  the  Rural  Pharmacist 
Association  voted  this  week  to  raise  the 
annual  subscription  by  50  per  cent  to  £15 
and  to  invite  Local  Pharmaceutical 
Committees  to  apply  for  a  group 
membership  of  £50  per  annum  entitling 
them  to  be  represented  by  a  person  with  a 
single  vote  at  any  meeting. 

Presentation  the  accounts  to  the  first 
annual  meeting  attended  by  some  34 
members  and  non-members  at  Blunsdon, 
near  Swindon,  auditor  Mr  Stanley  Bubb, 
Dorset,  revealed  a  balance  of  £1 ,030  in  the 
general  fund  after  receipt  of  £2,165  in 
subscriptions  [suggesting  around  200 
members?].  The  lighting  fund  stands  at 
£97  but  it  is  expected  to  increase  by  some 
£5,000  when  the  balance  of  the  RPA's 
£1 1,103  donation  to  the  Tenterden  Fund 
(C&D,  June  12,  pl056)  has  been  returned 
by  the  Pharmaceutical  Services 
Negotiating  Committee  which  has  acted 
as  "clearing  house." 

Mr  Mervyn  Madge  was  re-elected 
chairman  and  Mr  John  Davies  secretary 
for  three-year  terms.  The  new  treasurer  is 
Mr  C.  Barry  Taylor,  N  Yorks  —  John 
Davies  no  longer  wishes  to  continue  to  fill 
this  post  as  well  as  that  of  secretary  —  and 
Mr  Roger  King,  Humberside  was  elected 
to  the  new  post  of  vice-chairman.  He  told 
C&D:  I  would  like  to  congratulate 
Mervyn  Madge  and  John  Davies  for  the 
way  in  which  they  have  led  the  RPA  for 
the  past  year,  providing  an  inspiration  for 
rural  pharmacists." 

The  members  have  previously  been 
represented  by  a  28-strong  committee  at 
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PEOPLE      TOPICAL  REFLECTIO 


Mrs  Angela  Munro  won  £1,000  cash 
for  guessing  the  correct  weight  of 
Prince  William  in  a  joint  Numark  I 
Milupa  'Guess  the  weight  of  the 
Royal  baby  competition '  run  through 
her  local  Numark  Chemist, 
Longthornes  Ltd  of  Westcliff-on-Sea. 
She  is  pictured  here  with  baby 
Joanne,  who  seems  to  be  more 
interested  in  taking  the  cheque  from 
Milupa 's  national  accounts  manager, 
Ben  Mullen  (left),  while  Macarthys' 
Eddie  Masters  looks  on 


Mr  Paul  Slade,  BA,  has  been  appointed 
an  editorial  assistant  at  Chemist  & 
Druggist,  having  joined  the  staff  in 
January.  He  graduated  from  Plymouth 
Polytechnic  in  1981  with  an  honours 
degree  in  business  studies,  and  will  be 
concentrating  on  the  Business  News 
section. 

Mr  Peter  Merry,  MPS,  has  been 
appointed  editor  of  Health  &  Social 
Service  Journal.  He  succeeds  Mr  Brian 
Watkin  who  died  earlier  in  the  year. 
Mr  Merry  has  spent  a  number  of  years 
writing  about  the  health  service  and  the 
health  professions  for  a  variety  of 
journals.  He  graduated  from  Portsmouth 
Polytechnic  and  registered  as  a  pharmacist 
in  1970  while  working  at  King's  College 
Hospital,  London.  Turning  to  journalism 
at  an  early  stage  in  his  career,  he  has 
worked  for  Chemist  &  Druggist  as 
technical  editor,  for  General  Practitioner, 
Pulse  and  in  1978  was  appointed  founding 
editor  of  Hospital  Doctor.  He  is  the 
immediate  past-chairman  of  the  Medical 
Journalists'  Association. 

Deaths 

Elliott.  On  June  28,  Mr  Dougal  Elliot 
(C&D  July  10,  p59),  Ann  Rossiter, 
managing  director  of  H.  Bronnley  &  Co 
Ltd,  writes:-  "On  a  January  day  in  1959, 
Dougal  Elliot  walked  into  Bronnley 
looking  for  a  job;  he  was  unaware  that 
Bronnley  were  looking  for  a  junior  sales 
representative.  Dougal  died  tragically  23 
years  later  at  the  age  of  52,  having  risen 
from  junior  sales  representative  to  sales 
director.  He  was  instrumental  in 
pioneering  the  Brighton  showroom;  he 
also  influenced  the  decision  that  Bronnley 
should  stay  with  the  chemist  in  preference 
to  selling  toiletries  in  the  supermarket. 
Many  C&D  readers  will  remember  Dougal 
for  his  personality.  He  was  a  friend  of 
everybody  and  treated  management  and 
staff  with  equal  regard. 


By  Xrayser 


Realism 


Perhaps  unfairly,  because  of  an  18-month 
war  with  Revlon  many  years  ago,  I 
refused  absolutely  to  have  any  further 
dealings  with  that  company  and  consider 
their  subsequent  policies  and  changes  of 
policy  did  nothing  to  diminish  my  distrust 
of  their  commercialism. 

While  I  think  I  was  justified  in  this,  in 
reality  my  business  was  too  small  in 
potential  to  have  ever  made  a  worthwhile 
outlet  for  their  product  —  which  caused 
us  all  pain,  since  I  was  unable  to  sell  fast 
enough  to  keep  pace  with  the  vast 
obligatory  parcels  which  kept  arriving, 
and  I  saw  a  stock  growth  I  seemed  unable 
to  stop. 

After  it  was  over,  and  a  number  of 
years  had  rolled  by,  subsequent  Revlon 
reps  seemed  surprised  when,  having 
listened  politely  to  their  invitations  to  the 
dance,  I  refused  to  open  an  account  —  be 
it  for  Mitchum  Thayer,  or  more  recently 
for  the  Charlie  range  —  on  the  grounds 
that  with  a  limited  passing  trade  in  a 
secondary  site,  there  would  not  be 
sufficient  demand  to  provide  fast  enough 
turnover.  I'm  glad  their  assurances  to  the 
contrary  fell  on  deaf  ears,  because  now  it 
seems  those  chemists  who  took  in  the 
limited  range  offer  have  either  to  take  the 
full  £1,500  range,  or  get  out. 

Now  lest  this  be  taken  as  an  attack  on 
Revlon,  let  me  make  it  clear.  It  is  not.  I 
think  they  are  right.  It  seems  to  me 
remarkably  honest  of  the  new  manager, 
Mr  Tedd  Thomas,  to  get  up  and  tell  us  in 
C&D  exactly  what  he  is  aiming  to  do  and 
how  he  intends  to  achieve  it.  I  hope  with 
this  kind  of  integrity  he  will  make  sure 
that  present  stockists  who  feel  unable  to 
take  up  the  full  agency,  and  decide  to  opt 
out,  will  not  be  forced  to  make  the  losses  I 
did.  That  said,  I  think  I  can  almost  wish 
the  Revlon  team  "good  luck."  I  must  be 
getting  soft! 


Hotties 


I  feel  the  cold.  Years  in  the  tropics 
perhaps,  but  electric  blanket  and  central 
heating  have  solved  the  problem  for  this 
chilly  mortal.  I  never  liked  hot  water 
bottles  anyway,  what  with  the  fuss  of 
boiling  a  kettle,  filling  the  spurting  rubber 
comforter  on  the  edge  of  the  sink,  trying 
not  to  get  scalded,  screwing  the  stopper  in 
and  wrapping  it  in  a  cover  of  some  sort. 
My  mother,  a  strong  lady,  used  to  take  the 
poker  to  the  stopper  to  screw  it  in  good 
and  tight,  and  always  ended  up  with  the 
washer  vulcanised  to  the  inner  thread. 

Years  in  lodgings  confirmed  my  dislike 
when  kindly  landladies  graciously 


provided  a  "hottie"  to  distract  attention 
from  the  ice  forming  inside  the  windows 
of  unheated  bedrooms,  but  whose  effect 
in  situ  was  to  create  a  limited  steamy 
cushion  of  warm  air  in  a  damp  bed.  I 
remember  once  when,  as  a  student,  a 
couple  of  us  "borrowed"  a  new  electric 
blanket  and  four  personal  weighing 
machines.  We  put  them  under  the  legs  of 
the  bed,  noted  the  weights,  and  hid  them 
for  three  whole  days,  during  which  time 
we  left  the  blanket  turned  on.  It  was 
marvellous.  When  we  checked  again  the 
weight  had  dropped  by  just  short  of  91bs. 
About  a  gallon  of  water!  And  what 
pleasure  to  sleep  in  a  truly  dry  bed. 

However,  I  digress.  Six  million  people 
can't  be  wrong  and  I  confirm  I  see  my 
share  of  them  selecting  hot  water  bottles 
from  the  range  I  display  Winter  and 
Summer.  This  year  we  have  been  offered 
some  attractive  products,  but  I  find  the 
market  has  polarised  to  the  cheapest  and 
the  £4  to  £6  covered  bottles,  which  sell  on 
their  appeal  as  cuddly  or  colourful 
objec  s. 

For  the  first  time  though,  I  gave  the 
Nuwarm  range  a  miss  this  year, 
considering  the  deal  on  the  economy  bag 
not  good  enough.  I  can't  take  600  bags  to 
get  a  small  discount,  as  well  as  having  to 
give  the  order,  was  it  in  May?  Freeemans' 
rep  offered  the  same  price  as  the  600 
"deal"  if  I  only  bought  a  couple  of  dozen, 
whenever  I  wanted  it,  so  I'll  settle  for  that 
maybe.  The  odd  thing  is,  despite  my 
preference  for  electric  blankets,  I  can't 
sell  them  in  my  shop! 


Boots 


Because  I  would  like  to  see  the 
pharmacists  in  Boots  identifying 
themselves  (and  therefore  their  company) 
with  the  rest  of  us  in  our  attempts  to  lift 
our  profession  into  an  unshakable  unity, 
and  because  until  a  few  years  ago  I 
considered  Boots  to  set  standards  of 
cleanliness  and  presentation  which  left 
many  independents  miles  behind,  I  might 
well  have  been  accused  of  being  a  Boots 
lover.  But  as  from  today  I  am 
transformed  from  a  boot-licking  admirer 
into  a  jealous,  raging  mess. 

An  unwary  customer  came  into  my 
shop  (you  know,  the  photographic 
specialist  chemist)  to  buy  one  of  my  Agfa 
Optima  flash  cameras,  at  the  special  give- 
away price  of  £39.95  (the  new  price  from 
Agfa  has  just  gone  up,  by  the  way).  As  I 
was  completing  the  deal  she  unrolled  a 
magazine  —  Boots'  own,  of  course  —  and 
started  to  mutter  about  the  £5  off!  "Oh 
dear,  this  isn't  a  Boots?  I  must  have  come 
to  the  wrong  shop!"  And  goodbye  to  you 
too  .  .  .  Come  on  Agfa,  how  about  an 
explanation? 
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PRESCRIPTION  SPECIALITIES 


Propranolol  approved  for  use 
in  post-myocardial  infarction 


Another  beta-blocker  has  been  approved 
by  the  Committee  on  Safety  of  Medicines 
for  long-term  protective  use  after 
myocardial  infarction. 

ICI  have  had  their  product  licence  for 
Inderal  extended  to  include  this  use.  They 
recommend  that  treatment  should  start 
between  days  5  and  21  after  infarction 
with  an  initial  dose  of  40mg  four  times  a 
day  for  the  first  two  to  three  days.  The 
regimen  may  then  be  changed  to  80mg 
twice  daily  in  order  to  improve  patient 
compliance.  The  product  licence  for 
Berkolol  has  also  been  extended. 

In  an  American  trial,  published  last 
year,  almost  4,000  patients  who  had 
suffered  from  one  myocardial  infarction 
were  put  on  propranolol  (Inderal)  or 
placebo  an  average  of  13.8  days  after 
infarction.  After  30  months  the  mortality 
rate  was  26  per  cent  lower  in  the  treated 
group  and  the  trial  was  cut  short  because 
it  was  considered  unethical  to  carry  on 
administering  placebo. 

A  Norwegian  study  earlier  this  year 
also  showed  reduced  mortality  in  post 
myocardial  infarction  patients  taking 
propranolol  although  this  was  due  to  a 


The  effect  of  antihypertensive  drugs  on 
blood  lipids  and  coronary  heart  disease  is 
beginning  to  be  scrutinised  more  closely. 

At  a  Press  conference  held  by  Pfizer 
last  week,  the  company's  medical 
director,  Dr  E.  A.  Stevens,  summarised  a 
number  of  studies  that  demonstrated  the 
effect  of  prazosin  on  blood  lipids.  The 
preliminary  findings  had  shown  either  no 
change  or  a  decrease  in  low  density 
lipoproteins  (LDLs)  and  either  no  change 
or  an  increase  in  high  density  lipoprotein 
(HDLs).  Prazosin  would  therefore  seem 
to  have  a  favourable  effect  on  blood 
lipids,  he  said. 

Dr  S.  Reuben,  consultant  cardiologist, 
East  Birmingham  Hospital,  said  that  heart 
attacks  were  still  the  major  cause  of  death 
in  the  UK  and  contributed  substantially  to 
morbidity.  Independent  studies  had 
established  that  hypertension  was  a  major 
risk  factor  for  the  future  development  of 
symptomatic  coronary  heart  disease 
(CHD).  However,  there  was  no  strong 
evidence  yet  that  effective 
antihypertensive  therapy  reduced  the  risks 
of  fatal  CHD  although  such  therapy 
significantly  reduced  the  risks  of 
cerebrovascular  incidence  and 
hypertensive  heart  failure. 

It  was  now  believed  that  HDL- 


significant  reduction  in  sudden  cardiac 
death,  which  is  usually  attributed  to 
arrhythmia,  rather  than  prevention  of 
secondary  myocardial  infarctions. 

Last  year  timolol  was  approved  for  use 
by  the  CSM  for  use  in  the  secondary 
prevention  of  myocardial  infarction.  No 
other  beta-blockers  have  as  yet  been 
approved  in  the  UK  for  protection  in  post 
myocardial  infarction  although  trials 
showing  reduced  mortality  with  others  in 
this  group,  notably  metoprolol  and 
sotalol,  have  been  published. 

In  May  this  year  Lancet  wrote  in  an 
editorial  that  the  aggregated  results  from 
all  the  post-myocardial  infarction  trials  of 
beta-blockers  were  conclusive  proof  that 
allocating  patients  to  long-term  beta- 
blockade  reduced  the  death  rate  by  about 
25  per  cent.  The  risk  reduction  among 
those  who  actually  complied  with  such  a 
regimen  was  probably  greater  than  25  per 
cent.  This  effect  would  be  widely  regarded 
as  sufficent  to  justify  routine  use  of  long- 
term  beta-blockade  in  many  patients  for 
the  first  years  or  so  after  discharge  from 
hospital  unless  side  effects  became 
troublesome,  it  predicted. 


cholesterol  was  involved  in  the  removal  of 
cholesterol  from  tissues  and  patients  with 
CHD  had  been  found  to  have  lower  levels 
of  HDL  than  normal  controls.  Thiazide 
diuretics  have  recently  been  reported  to 
raise  blood  lipids  and  a  recent  study  from 
Norway  had  shown  that  beta-blockers 
might  have  an  adverse  effect  on  blood 
lipids,  he  said. 

In  the  study  23  formerly  untreated 
hypertensives  were  given  propranolol 
alone,  prazosin  alone,  and  then  both 
drugs,  each  for  8  weeks.  On  propranolol 
alone  there  was  a  reduction  in  the  mean 
serum  HDL-cholesterol  of  13  per  cent. 
Prazosin  did  not  have  this  effect.  Other 
previous  studies  had  also  shown  a  drop  in 
HDL-cholesterol  with  beta-blockade, 
together  with  a  rise  in  triglycerides,  but 
the  clinical  importance  was  still  not 
certain.  However,  Dr  Reuben  later  said 
that  if  new  hypertensive  patients  were 
found  to  have  unfavourable  lipid  levels  it 
would  be  logical  not  to  put  them  on 
thiazide  diuretics  or  beta-blockers. 

Dr  Stevens  said  Pfizer  did  not  see 
prazosin  as  an  anti-lipidaemic  drug;  they 
thought  its  importance  lay  in  anti- 
hypertensive therapy.  In  some  other 
countries  it  was  used  as  first-line  therapy 
in  treating  hypertension,  he  commented. 


Ranitidine  adverse 
effects  questioned 

Two  possible  side  effects  of  ranitidine 
outlined  by  Italian  doctors  are  totally 
against  all  Glaxo's  previous  experience 
with  the  drug. 

Letters  published  in  last  week's  Lancet 
described  one  case  of  gynaecomastia  and 
two  cases  of  bradycardia  that  the  doctors 
thought  could  be  causally  related  to 
ranitidine.  In  the  first  case  a  69-year-old 
man  with  rheumatoid  arthritis  and  a 
history  of  peptic  ulcers  was  being  treated 
with  triamcinolone,  sodium  diclofenac 
and  ranitidine  150mg  daily.  After  eight 
days  treatment  the  patient  had 
gynaecomastia  in  the  right  breast.  Anti- 
inflammatory treatment  was  continued 
but  ranitidine  stopped  and  after  15  days 
the  gynaecomastia  disappeared.  The 
patient  was  rechallenged  with  ranitidine 
150mg  twice  daily  and  in  three  weeks  the 
gynaecomastia  reappeared. 

The  two  cases  of  bradycardia  were 
both  observed  when  patients  were  being 
treated  with  intravenous  ranitidine.  In 
both  cases  atropine  was  said  to  reverse  the 
bradycardia  and  the  authors  postulate 
that  the  bradycardia  could  have  been 
caused  by  a  cholinergic  effect. 

Ranitidine  was  launched  (as  Zantac) 
last  October  in  the  UK  and  said  to  be 
equally  effective  and  more  specific  than 
cimetidine.  The  drug  did  not  bind  to 
androgen  receptors  and  therefore  did  not 
cause  gynaecomastia,  it  was  stated. 

Glaxo  say  these  two  reports  are  totally 
at  variance  with  their  experience  —  both 
in  clinical  trials  involving  at  least  7,000 
patients  and  all  the  post-marketing 
experience  in  the  UK.  In  all  this  time  no 
cases  of  gynaecomastia  and  bradycardia 
had  been  reported. 

The  company  noted  that  one  of  the 
other  drugs  in  the  patient  who  developed 
gynaecomastia  could  have  caused  the 
complaint  but  since  the  effect  was 
unilateral  it  probably  was  -not  drUg- 
induced  anyway.  The  bradycardia  cases 
were  so  poorly  documented  (no  blood 
pressure  recordings,  no  normal  pulse  rates 
before  the  patients  were  admitted  to 
hospital)  that  Glaxo  were  unable  to 
comment  on  them,  but  they  were 
contacting  Italy  for  further  details. 


Pimafucin  pack 


Brocades  are  introducing  a  30g  pack  of 
Pimafucin  cream  (£1 .75  trade)  to  replace 
the  existing  25g  pack  when  stocks  are 
exhausted.  Brocades  (GB)  Ltd,  Brocades 
House,  Pyrford  Road,  West  By  fleet, 
Wey bridge,  Surrey  KT14  6RA . 


Prazosin  may  improve  lipoprotein  ratio 
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GEL  SHAMPOO 

the  cosmetic  treatment  for  hair  infestation 


From  3rd  August  until  29th  Octobei;  there's  a  minimum  12  5% 
extra  discount  on  all  orders  for  Prioderm®  and  Carylderm®  preparations, 

helping  you  stock  up  for  the  usual  'back-to-school'  sales. 
Prioderm  and  Carylderm  preparations  are  medically  proven  treatments 
for  hair  infestation,  so  ask  your  wholesaler  about  our  special  offer. 
Minimum  order:  1  outer  of  1  doz.  packs  to  qualify. 


NAPP 


Napp  Laboratories  Ltd.,  Hill  Farm  Avenue,  Watford  WD2  7RA. 

Member  of  Napp  Pharmaceutical  Group. 

©  Napp  Laboratories  Ltd.  1982 
®  Registered  Trade  Mark. 


Mum  knows  what's  best  for  her  child. 
That's  why  she  chooses  the  best  seller  - 
Fever  Scan.  It's  the  only  thermometer 
she  can  trust. 

Safer.  Faster.  Accurate*.  It's  held  on  the 
forehead  and  fifteen  seconds  later  she's 
got  an  accurate  reading  in  both 
Centigrade  and  Fahrenheit  -  and  it  can  be 
used  thousands  of  times. 

There's  no  irritation  or  loss  of  contact  on 
a  fevered  forehead  from  adhesive. 
No  danger  from  broken  glass. 

More  mums  will  be  seeing  colour 
Fever  Scan  advertising  throughout  the 
Women's  press  and  they'll  be  coming  to 
you.  So  contact  your  wholesaler 
and  just  ask  for  the  original  Fever  Scan 
forehead  thermometer -the  one 
mother's  choose. 

The  original  Fever  Scan.  The  safe, 
non-  adhesive  forehead 
thermometer  that  can  be  used  over 
lover  again. 


Toasickchild  there's 
nothing  safer  than 
the  caring  contact  of 
a  mother  and  her 

FeverScHn 


CONTACT  DENDRON  FOR  DETAILS.  Or  contact  Rolenworth  Ltd  for  full  medical  data  and  a  sample  of  Fever  Scan. 
.Rolenworth Ltd.,  59  North  Street.  Chichester.  West  Sussex PQ19 1NB.  Tel.  (0243)  774296.  ^Masters  N.  1981.  Modem  Medicine.  Oct.1981, p.l 


COUNTERPOINTS 


Pant  liners  and  maxi-pads 
added  to  Cameo  range 


Robinsons  of  Chesterfield  are  extending 
their  Cameo  sanitary  protection  range 
with  the  introduction  of  two  new  towels 
—  press-on  maxi  pads  and  pant  liners. 

Cameo  press-on  maxi  pads  are 
designed  for  women  who  need  extra 
absorbency  and  protection  but  require  the 
comfort  and  convenience  of  a  press-on 
towel.  They  are  claimed  to  be  the  first 
press-on  to  provide  the  security  of  a  size  2 
to  3  looped  towel.  The  pads  come  in  packs 
of  ten  and  are  expected  to  retail  for 
around  £0.66. 

Cameo  pant  liners  represent  a  new 
entry  by  Robinsons  into  the  expanding 
"secondary  protection"  market.  The  mini 
pad  /  pant  liner  market  now  accounts  for 
14  per  cent  of  all  towel  sales,  with  pant 
liners  already  representing  over  50  per 
cent  of  this  sector.  Cameo  pant  liners  are 
press-on  with  extra  width.  Expected  retail 


prices  are  about  £0.35  (10s)  and  £0.68 
(20s).  Both  new  products  have  colourful 
floral  packaging  to  co-ordinate  with  the 
rest  of  the  Cameo  range.  Robinsons  of 
Chesterfield,  Wheat  Bridge  Mills, 
Chesterfield. 


Display  incentive  for 
Pharmacin 

Optrex  are  launching  a  merchandising 
campaign  to  increase  the  display  of 
Pharmacin  in  chemists  —  and  it  will 
include  an  incentive  scheme  culminating 
in  a  prize  draw  for  an  MG  Metro  car  early 
in  1983. 

The  activity,  known  as  "road  to 
success",  is  designed  to  capitalise  on  the 
brand's  heavy  consumer  advertising  this 
Summer  and  Autumn.  The  merchandising 
pack  comprises  two  display  columns 
holding  12  of  the  24-size  packs  or  24  of 
the  eight-size  packs  respectively,  each 
taking  the  space  of  only  one  pack  on  the 
counter. 

Both  columns  may  be  combined 
within  a  sleeve  which  features  the  "pain" 


graphic  headline  shown  in  the  latest  Press 
advertising.  Display  of  any  of  the  items 
entitles  the  pharmacist  to  participate  in 
the  incentive  scheme.  Following  on  from 
the  current  women's  weeklies  campaign,  a 
£500,000  television  campaign  commences 
in  selected  areas  at  the  end  of  August  and 
will  run  for  13  weeks,  alongside  a  £40,000 
specialist  parent  Press  campaign.  Optrex 
Ltd,  Jays  Close,  Basingstoke,  Hants 
RG22  4LT. 

Snuggi  pants 

In  the  Price  Supplement  of  June  26,  we 
stated  that  Golden  Babe  Snuggi  pants  had 
been  discontinued.  We  now  understand 
that  we  were  wrongly  informed  by  the 
manufacturer  and  that  the  product  is  still 
available.  Snuggi  pants  will  be  re-instated 
in  the  list  as  soon  as  possible. 


Unichem  offers 

Unichem  are  running  a  special  Gillette 
"Take  your  pick"  promotion  during 
August.  More  than  £4,000-worth  of 
electrical  goods  will  be  given  away  as 
prizes  in  a  lucky  draw  attached  to  the 
promotion.  A  member  ordering  six  packs 
of  the  Gillette  products  on  offer  will  get 
one  lucky  draw  entry,  three  entries  with 
every  12-pack  order  and  six  with  18  packs. 

Gillette  products  available  on 
promotion  from  August  2-31  are:  Right 
Guard  deodorant,  antiperspirant,  double 
protection  and  roll-on;  ZR  roll-on; 
Foamy;  Silkience  conditioner  and 
shampoo;  Toni  wholehead  perm, 
Silkwaves  and  tip  perm;  Lightwaves  kit 
and  refill. 

Other  products  included  in  the 
members'  offers  from  August  2-27  with 
POS  available  are:  Andrex  2-roll;  Bob 
Martin  Pestroy  insect  powder  80gm; 
Bemax;  Cosifits;  All  Fresh  clean  up  tissues 
+  2  free  tissues;  Crest  toothpaste;  Gold 
Spot  aerosol;  Germolene  footspray  ( +  25 
per  cent  extra);  Johnson  dental  floss; 
Kleenex  for  Men;  Lil-lets  10s  and  20s; 
Nice  'n  Easy;  Nivea  Creme;  Nivea  lotion; 
Panty  Pads  (12  as  10);  Radox  salts;  Rapid 
shave  standard;  Sucron,  medium  and 
economy;  Signal  toothpaste,  large  and 
family;  Sunsilk  hairspray,  large;  Steradent 
tablets,  20s  and  30s;  Steradent  Deep  Clean 
tablets,  25s;  Silvikrin  shampoo,  125ml  (30 
per  cent  extra);  Super  Wernets,  small  and 
medium;  Trugel,  75ml;  Whistling  Pops; 
Zest  family  toilet  soap,  family  and  bath 
and  Zest  display  case,  x  72  bath  size. 

Own  brand  products  on  offer  include 
new  multivitamin  tablets,  also:  Unichem 
baby  pants,  trebles  (large  and  extra  large); 
snap-ons  (large  and  extra  large);  cleansing 
roll,  300g;  cleansing  puffs,  white  100s; 
nappy  liners,  100s  and  nail  polish 
remover.  Unichem  Ltd,  Crown  House, 
Morden,  Surrey. 


CARNATION  CORN  CAPS. 
THE  EASY  OPTION. 

There s  no  need  to  hard-sell  Carnation  Corn  Caps. 
After  40  years,  it's  a  name  your  customers  know 
and  trust  And  national  advertising  is  telling 
them  how  Carnation  removes  corns  with-  m 
out  trouble  or  fuss.  No  confusing  choices 
for  them  to  make.  The  single  answer  to 
all  their  com  problems. 

Carnation  is  right  for  you  too! 
Just  one  product  to  stock  -  the  best 


CARNATION 

CORN  CAPS 


So  next  time  a  customer  wants 
something  for  a  corn,  sell  Carnation 

CARNATION 

The  gentle  corn  remover 

Cuxson,  Gerrard  &  Co.  (Dressingsl  Ltd.  Oldbury  Warley. 
West  Midlands.  B69  3BB.TeI:  021-552  1355. 
Available  from  all  main  U.K.  Wholesalers  and  Agents. 
Distributed  in  the  Republic  of  Ireland  by  Ovelle  Ltd. 
Dundalk Industrial  Estate, Coe's  RoadDundalk 
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Hair  ' cosmetic  with  colour 
lasting  through  12  shampoos 


Clairol  are  introducing  Glints  which  they 
describe  as  a  hair  cosmetic  because  it  is 
not  strictly  a  hair  colourant  nor  is  it  a 
rinse. 

Recent  research  has  clearly  show,  say 
the  company,  that  young  women  from 
fifteen  to  twenty-five  love  the  idea  of 
colouring  their  hair  but  shy  away  from 
permanent  change.  They  are  dissatisfied 
with  existing  temporaries  and  semi- 
permanents  on  the  grounds  that  the 
colour  results  are  unexciting  and  are  not 
sufficiently  lasting  through  frequent 
shampooing.  Glints  is  said  to  provide  the 
answer  to  both  these  problems  and  lasts 
for  up  to  twelve  shampoos. 

There  are  ten  shades  —  bamboo, 
savanna,  bisque,  bronze,  poppy,  allspice, 
suede,  rosehip,  grape  and  raisin  — 
designed  to  bring  out  the  highlights  in  the 
natural  hair  colour.  The  formulation  also 
includes  a  conditioner  that  lasts  through 
several  shampoos. 

With  Glints,  you  can  control  your  hair 
colour,  Clairol  say.  It  is  "shampooed-in" 
and  left  to  develop  —  5-10  minutes  for 
subtle  colour  enhancement,  1 5-20  minutes 
for  stronger  and  more  lasting  colour  — 
before  rinsing. 


Packaging  is  in  a  "pretty  and 
feminine"  miniature  carrier  bag  with  hair 
styles  on  the  front  (£1.25).  The  display 
stand  carries  an  informative  leaflet. 
Bristol-Myers  Co  Ltd,  Stamford  House, 
Station  Road,  Langley,  Bucks  SL3  6EB. 


NPA  and  Numark 
August  offers 

Independent  Chemists  Marketing  Ltd  are 
offering  pharmacists  the  chance  to  collect 
a  full  suite  of  Edinburgh  International 
Crown  hand-cut  lead  crystal  glasses  with 
NPA  product  promotions  during  the 
period  August  until  Christmas. 

Sherry  glasses  are  the  first  in  the  series, 
and  a  free  glass  will  be  offered  with  every 
12  member  packs  of  medicated  pastilles 
ordered  during  the  August  and  September 
promotions.  The  same  glass  will  be 
offered  with  10  member  packs  of  assorted 
Nusoft  sponges,  together  with  a  2]A  per 
cent  bonus. 

Other  NPA  products  on  promotion  in 
August  are  nail  polish  remover,  Nusoft 
panty  liners,  Nusoft  kitchen  rolls, 
disposable  nappies,  snap-on  baby  pants, 
Sunpure  low  calorie  drinks,  Nusoft  toilet 
rolls,  Hanx,  Nusoft  150s,  50s,  Nusoft 
press-on  sanitary  towels,  Nusoft  mini 
pads,  and  flat  packs. 

In  addition  a  composite  stand  of 
Denman  hairbrushes  is  offered  at  £67.68, 
showing  a  bonus  of  £6.  There  is  also  a 
bonus  of  42p  on  500ml  methylated  spirit 
and  20p  on  the  one  gallon  size.  A  IVi  per 
cent  bonus  is  being  offered  across  the 


whole  range  of  tablet  boxes  and  5  per  cent 
on  Nucross  surgical  dressings. 

A  Kotex  promotion  on  Simplicity, 
Sylphs,  Brevia,  Soft'n  Sure,  Dayfresh  and 
Minis  will  be  included  in  Numark's 
August  offers,  to  run  in-store  from 
August  9  to  21  inclusive.  Two  extra  towels 
will  be  included  free  on  the  Size  1  and  2 
ten  packs.  There  will  also  be  a  retailer 
lucky  draw,  with  prizes  of  100  pottery 
clocks  in  art  deco  style  with  quartz 
movements  plus  four  bottles  of  wine  from 
Harrods. 

Other  Summer  Superbuys  on 
promotion  include  Supersoft  hairspray, 
Milupa  infant  foods,  Clearasil  Clearguard 
lotion,  Polycolour,  Polytint,  Polyblonde 
lightener,  Polyfair  lightener,  Bandaid 
plasters,  Wilkinson  Sword  Handy  razors, 
Curity  Snugglers,  Mum  roll-on  /  refill 
pack,  Johnsons  Baby  lotion,  Tampax,  SR 
toothpaste,  Right  Guard  aerosols  and 
Brylcreem.  All  these  products  on 
promotion  include  Quosh,  Hermesetas, 
Johnsons  baby  oil,  Pearl  Drops,  Kleenex 
toilet  tissue,  Matey  /  Miss  Matey  bubble 
bath,  Nivea  creme  and  lotion  and  Odor 
Eaters.  Optional  extras  include  Feminax, 
Kwells,  Rennie,  Clearasil  Clearguard 
cream,  All  Fresh  clean  up  squares  and 
Germolene  medicated  footspray. 
Independent  Chemists  Marketing  Ltd,  51 
Boreham  Road,  Warminster,  Wilts. 


Advanced  Airbal 
for  small  spaces 

Temana  Bees  are  launching  a  new  small 
space  air  freshener,  Airbal  Atmosphere 
(£0.74).  The  product  is  claimed  to  be  the 
most  advanced,  and  also  the  most 
attractive,  small  space  air  freshener 
available.  Fitted  with  a  link-stick  pad  so 
that  it  can  be  stuck  or  concealed 
anywhere,  the  device  works  on  the 
principle  of  the  tension  of  plastic  — 
"press  the  centre  button  and  the  air 
freshener  springs  open,  press  the  edges 
and  it  closes." 

Two  fragrances  will  be  offered  —  the 
already  popular  apple  blossom  and  a  new 
fragrance,  mountain  breeze.  Packaging  is 
free-standing  reverse-blister  twin-packs 
containing  two  of  the  same  fragrance.  The 
trade  is  supplied  in  mixed  display  outers 
of  12  twin  packs  (six  of  each  fragrance). 
Temana  Bees  Ltd,  Sealand,  Chester  CHI 
6BA. 

Ef  amol  distribution 

Britannia  Health  Products  have 
appointed  Pharmagen  distributors  of 
Efamol  products  to  the  pharmaceutical 
and  allied  trades,  for  orders  placed  from 
August  1 .  Special  deals  are  available  to 
wholesalers  and  retailers.  Pharmagen  Ltd, 
West  Lane,  Runcorn,  Ches  WA72PE. 

ON  TV 
NEXT  WEEK 


Alberto  Balsam  conditioner: 

All  except  U,  We,  B,  G,  E,  CI 
All  Over  Softly:  All  except  So 

Anadin:  All  areas 

Anbesol:  Y,  A,  We 

Askit  powders:  Sc 
Bic  razor:  A,  B,  G 

Diocalm:  All  areas 

Dixcel  toilet  tissue:  All  except  Sc,  U,  B,  G,  E 
Double  Amplex  mouthwash:  Ln,  M,  So 

Fairy  toilet  soap:  Ln,  Y,  Sc,  A,  U,  We,  B,  G 
Fuji  film:  All  areas 

Jaaps  health  salt:  Sc 
Mucron  tablets:  WW,  So,  A 

Nivea:  Ln,  Lc,  Sc,  WW,  So,  NE,  We 

Odor-eaters:  Ln 
Paddi  Cosifits:  All  areas 

Pampers  disposable  nappies:  All  areas 

Revlon  Flex:  All  areas 

Robinson's  baby  foods:  All  areas 

Savlon  liquid:  All  areas 

Simple  soap  and  toiletries:  Ln 
Steradent  Fresh:  All  areas 

Tudorcolor  film: 

Ln,  M,  Lc,  Y,  WW,  So,  NE,  A 
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After  three  years  of 
phenomenal  success,we've 

decided  to  make 
a  song  and  dance  about  it. 


0 


ume  deoc  rani 


In  just  three  years  Impulse  has 
added  real  profitability  back  into 
the  deodorant  market. 

It's  created  a  whole  new  body 
spray  sector  that  is  all  about  high 
margins  and  extra  profit. 

And  turned  the  market  round 
from  real  decline  to  real  growth. 

Impulse  already  makes  more 
profit  out  of  the  shelf-space 
you  give  it  than  any  other  aerosol 
deodorant. 

Now  we're  spending 
£1.500.000  on  TV  and  women's 
press  and  introducing  a  bright  new 
fragrance  -  Flamenco. 


Impulse  will  turn  your  shelf- 
space  into  profit  worth  making  a 
song  and  dance      Imni  ikp 

about  -  guaranteed,   r       BODY  SPRAY 


Elida  Gibbs. 
The  brands  that 
mean  business. 


we  have 
Banana 
Surprise. 

Surprise,  surprise.  J^L  They've  scoffed  the  lot. 

Our  Turkey  Casseroles,  our  Raspberry  &  Redcurrant 
Fools,  our  Pineapple  &  Banana  puddings. 

The  entire  Robinson's  2  range  is  doing  a  vanishing  act. 
Right  down  to  the  last  chunky  mouthful. 

We  figured  on  success,  though  we  must  admit  we 
hadn't  planned  for  the  market  share  doubling  since  January. 
We're  sorry  we  can't  supply  the  demand  right  now. 

But  we're  all  working  overtime.  And  we'll  rustle  up 
some  more  before  you  can  say  Jack  Robinson. 
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Haemorrhoids  and  anal  irritation  are 
painful  and  depressing.  A  problem  that 
many  of  your  customers  wouldn't  want  to 
discuss,  even  with  their  Pharmacist. 

So  by  placing  Anusol  Cream,  Ointment, 
Suppositories,  and  the  New  Anusol  Wipes, 
in  your  self-selection  area  you'll  be  giving 
your  customers  a  special  kind  of  help  with 
their  problem. 

And  as  they  help  themselves  to  Anusol  it 
will  be  helping  you  to  sales  success. 


Ill  MM. 
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WARNER 

part  of  Warner-Lambert  Group 

good  products  for 

you  and  your  customers 

ANUSOL  TECHNICAL  INFORMATION 
Active  Ingredients 

ANUSOL  Cream  contains:  Bismuth  Oxide,  Balsam 

Peru  BPC,  Zinc  Oxide  PhEur. 

ANUSOL  Ointment  and  Suppositories  contains: 

Bismuth  Subgallate  BP  in  addition  to  the  above 

Indications 

ANUSOL  preparations  are  indicated  for  the 
symptomatic  relief  of  internal  and  external 


haemorrhoids  and  other  minor  anal/rectal  conditions 
Contra- Indications.  Warnings  etc. 

Rarely,  sensitivity  reactions.  Patients  may  occasionally 
experience  transient  burning  on  application,  especially 
if  the  anoderm  is  not  intact.  ANUSOL  is  contra-indicated 
in  patients  with  a  history  of  sensitivity  to  any  of  the 
constituents. 

Further  information  and  data  sheets  are  available 
on  request 


""Trade  mark. 

Product  Licence  Holder 

William  R  Warner  and  Company  Limited, 
Usk  Road,  Pontypool,  Gwent,  NP4  OYH 

WARI\ER 
LAMBERT 


Christinas  Gifts 


Further  details  and  Christmas  plans  are 
now  available  from  various  companies 
and  the  following  two  pages  complete  the 
C&D  Christmas  review. 

Available  from  Rigease  (1)  are  a 
selection  of  coffrets  including  the  latest 
addition,  Sophia,  and  Liberty  by  Yardley 
(2)  is  available  in  blue  and  silver  gift  sets 
comprising  talc  and  soap  (£3.45)  and  talc 
and  cologne  spray  (£5.99). 

In  addition  to  the  Teazle  People 
(£2.95)  introduced  last  year,  Taylor  of 
London  have  now  brought  out  a  range  of 
Teazle  hangers  (3).  Each  is  padded  and 
covered  with  a  gathered  cotton  print.  The 
hangers  (trade  £2.50;  rrp,  £4.45)  come  in 


clear  Cellophane  with  rigid  header  and 
hole  for  easy  hanging  display. 

Blue  Grass  is  a  strong  feature  of  the 
Arden  Christmas  collection  (4)  with  prices 
ranging  from  £1 .75  for  the  soap  to  £6.75 
for  the  eau  de  parfum  spray,  and  Philips 
suggest  their  beauty  set  would  make  an 
ideal  Christmas  gift  (5).  It  has  11 
grooming  accessories,  including  a  body 
massager  and  a  massage  roll  (£28.50). 

The  company  says  that  75  per  cent  of 
all  Ladyshave  sales  are  in  the  gift  market 
with  the  majority  taking  place  prior  to 
Christmas.  A  women's  Press  advertising 
campaign  has  already  started  and  nearer 
the  time  television  advertising  will  break. 
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Top  seller  in 
stest- growing 

or  of  the 
market. 


With  sales  quad- 
rupling in  the  last  2 
years,  baby  wipes  have 
grown  faster  than  any 
other  sector  of  the  baby 
market.  And  7  out  of  10 
baby  wipes  sold  in 
chemists*are  Baby  Wet  Ones. 

Leading  on  Merit 

Baby  Wet  Ones  sell  best  because 
they  are  the  only  baby  wipes  with  a  strong 
product  story  -  they  actually  help  prevent 
nappy  rash. 


Year-Round  Demand 

Baby  Wet  Ones  sell 
all  .year  round  because 
babies  need  cleaning  all 
year  round.  That's  why 
they're  advertised  all  year 
round -with  £750,000  TV 
press  and  sampling  support. 
Big  Business 

Baby  wipes  are  big  business  in 
chemists  right  now,  with  Baby  Wet 
Ones  the  pick  of  the  pack.  Ring  your 
local  wholesaler  for  immediate  stocks. 


(Sterling  Health) 

Baby  Wet  Ones  is  a  registered  trade  marlT 
'Excluding  Boots  Independent  research  survey. 


I 


Introduced  earlier  this  year  and  now 
available  for  Christmas  is  the  Woods  of 
Windsor  eau  de  cologne  1835  range  (1) 
comprising  atomiser,  talc,  soap  and 
refresher  tissues  (£0.90-£3.50). 

Jovan  Sex  Appeal  (2)  comes  in  two  versions. 
For  her  there  is  a  25ml  spray  cologne 
concentrate  and  talc  (£5.40)  and  for  him  there 
is  a  50ml  aftershave/cologne  and  talc  set 
(£5.40)  and  a  150ml  antiperspirant  (£2.25). 

Sporting  Chance  (3),  launched  by 
Bronnley  in  1981,  will  be  available  in 
Christmas  coffrets.  These  comprise  an 
aftershave  and  handkerchief  (£3.95), 
bathfoam  and  aftershave  (£5.95),  soap 
and  talcum  powder  (£4.95)  and 
aftershave,  cologne  with  atomiser, 
bathfoam  and  soap  (£1 1 .95). 

Five  Tabac  gift  sets  (4)  are  available.  These  are 
from  left  to  right:  75g  body  talc  and  45g  travel 
soap  (£3.95),  95ml  aftershave  and  75g  body 
talc  (£6.95),  50ml  aftershave  and  45g  travel 
soap  (£5.25),  50ml  aftershave  and  50g 
deodorant  spray  (£4.75)  and  a  toilet  bag 
holding  50ml  aftershave,  75g  body  talc  and 

flannel  (£8.95). 


Houbigant  have 
three  gift  collections 
available  in  the 
Quelques  Fleurs  range 
(5).  These  are  a 
perfumed  talc  and 
purse  parfum  (£4.80), 
eau  de  parfum  and 
perfumed  talc  (£5.95) 
and  eau  de  toilette 
spray  and  perfumed 
talc  (£8.50). 
Finally  from 
Cussons  (6)  there  is  a 
selection  of  Imperial 
Leather  Christmas 
coffrets  holding  talc, 
bathing  foam,  soap 
and  bath  cubes 
(£0.99-£1.65). 


Chemist  &  Druggist  24  July  1982 


EQUIPMENT 


Lightweight  insulin 
pump 

A  new  insulin  pump  developed  jointly  by 
the  National  Institute  for  Medical 
Research  and  Nordisk 
Insulinlaboratorium  of  Denmark  is  to  be 
manufactured  in  Britain. 

Called  the  Nordisk  infuser,  the 
lightweight  pump  (weighing  150  grams 
and  measuring  98  x  58  x  22mm)  gives  a 
continuous  flow  of  insulin  through  a 
needle  inserted  under  the  skin.  Nordisk 
have  also  developed  a  special  form  of 
insulin,  contained  in  a  cartridge,  to  fit  the 
pump  and  giving  an  average  of  two  week's 
supply.  Nordisk-UK  Ltd,  Hurst  House, 
157  Walton  Road,  East  Molesey,  Surrey. 

Automatic  digital 
sphygmomanometer 

A  fully  automatic  instrument  for  the 
measurement  of  blood  pressure  and  pulse 
rate  is  being  launched  by  V.  A.  Howe  & 
Co  Ltd,  who  have  just  taken  on  the  Elmed 


An  interior  view  of  Lesiter's  Chemists  which  has  been  fitted  from  Dollar  Rae's  new 
range  of  dispensary  furniture.  The  pharmacist  Martin  McCullouch  says:  "The 
quality  and  appearance  of  the  furniture  and  fittings  make  them  a  pleasure  to  work 
with,  and  they  project  a  suitably  professional  image  to  our  customers  who  can  see 
the  dispensary  interior  through  our  very  large  hatch.  The  modular  nature  of  the 
furniture  made  installation  very  easy  while  fitting  our  requirements  exactly." 


range  of  medical  equipment. 

An  automatic  push-button  system  for 
the  inflation  of  the  pressure  cuff  is  said  to 
enable  quick  repetitive  readings  of  systolic 
and  diastolic  blood  pressures  as  well  as 


pulse  rate.  All  parameters  are  displayed 
simultaneously  on  an  LED  display,  the 
BP  in  either  mmHg  or  KPa.  All  results  are 
removed  after  25  seconds,  but  previous 

Continued  on  pi  77 


Colodrul 

cream  or  lotion  \J 


Caladryl  for  sunburn 

a  most  worthwhile  recommendation 

Caladryl  is  a  product  you  can  recommend  with  confidence  for  the 
pain  and  irritation  of  sunburn.  Caladryl's  unique  formulation  ensures 
soothing  relief  and  is  available  as  both  lotion  and  cream. 
An  effective  treatment  for  your  customers  and  a  profitable 
professional  product  for  the  Pharmacy. 

PARKE-DAVIS 

part  of  the  Warner-Lambert  Group, 
good  products  for  you  and  your  customers 


Active  Ingredients: 

Calamine  USP 

Diphenhydramine  Hydrochloride  8P 
Camphor  BP 

'Trade  mark  R81058 


Product  Licence  Holder 

Parke-Davis  and  Company. 
UskHoad.Pontypool.Gwent  NP4  OYH 
Further  mlormation  and  data  sheets 
are  available  on  request 
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SHOWRAX 

for  the  Modern 
Dispensary 


Built-in  Flexibility 


As  the  leading  British  manufacturer  in  retail 
display,  Showrax  have  many  years'  experience  of 
designing  and  equipping  the  front-shop  area  in  the 
Pharmacy. 

This  experience  has  now  been  brought  to  bear  on 
the  very  different  but  related  display  problems 
"behind  the  scenes"  in  the  dispensary. 

The  result  is  a  brand  new  range  of  Showrax 
dispensary  equipment,  made  up  from  low-cost  factory- 
made  modules,  which  can  usually  be  installed  in  one 
day  with  the  minimum  of  disruption. 

Like  all  Showrax  equipment  the  system  is  totally 
flexible  so  that  for  example,  the  height  of  the  work 
surface  can  be  altered  to  suit  a  locum,  or  the  ratio 
between  storage  of  wets  and  dries  can  change  to 
reflect  dispensing  practice. 

All  the  facts  on  our  new  equipment,  and 
everything  you  need  to  know  about  pharmaceutical 
shopfitting  is  in  our  "Pharmacy  Information  Pack" 
which  is  yours  for  the  asking. 


r 


CDD 


To:  The  Northf  leet  Group, 
Tower  Works,  Lower  Road,  Gravesend,  Kent. 
Telephone:  0474-60671 

Please  send  me  my  FREE  Pharmacy  Information  Pack 

Name 
Address 


Tel  No. 


Northf  leet  4'LI 
Group 


SHOWRAX 


Available  2nd  -  27th  August  1 982 


%  off  normal 
Manufacturers  trade  price 


Kleenex  for  Men 

1 8.2% 

Signal  Toothpaste 

Large 

35% 

Lil-lets      20  s 

Regular 

20.2% 

Panty  Pads 

Regular 

"12  AS  10"  PACK 

23.7% 

Cosifits 

Over  20  Lbs 

aaak  aaB       a*^a*4  / 

25.8% 

Steradent  20  s 

"T"        1       1  JL 

Tablets 

12.6% 

Andrex 

16.5% 

Radox  Salts 

Large 

24.8% 

Whistling  Pops 

17.5% 

Silviknn  Shampoo 

A  1 

Alpine 

125ml  +30%  EXTRA 

40.8% 

Crest  Toothpaste 

50ml 

22.3% 

Bemax 

250ml 

^a     «  a/ 

7.4% 

Silkience  Shampoo 

125ml 

■al    -A  affea*%/ 

1 8.3% 

Silkience  Conditioner 

100ml 

20.7% 

Right  Guard  Double  Protection 

150ml 

22.8% 

Gillette  Z.R.  Roll-On 

50ml 

20.7% 

Euthymol  Toothpaste 

17.2% 

Sucron 

Economv 

1 5.2% 

Gillette  Foamy 

200G 

1 8.3% 

Toni  Wholehead  Perm 

All  Variants 

20.9% 

Sunsilk  Hairspray 

Large^  —  — 

28.3% 
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MONEY 
SPINNERS 


YOU 

PROFIT  MORE 
WAYS  THAN 
ONE 


_  . 


TlIS  SUMMERWHEN  THEY 

COME  TO  VOL 
IN  TEARS, 
RECOMMEND 
TTIE  NATURAL 
ALTERNATIVE. 


Every  summer  it's 
the  same.  A  procession 
of  sneezing  customers, 
with  ticklish  throats, 
watering  eyes  and  all  the  other  uncomfortable  symptoms 
of  hayfever. 

And  still  they  come  to  you  for  relief.  Even  though  they 
know  that  conventional  treatments  can  cause  drowsiness  or 
other  side  effects. 

But  this  summer,  why  not  take  a  different 
approach?  Offer  them  Nelsons  Hayfever 
Tablet  s.  They  can  provide  safe,  effective 
relief  without  side-effects  across  many 

common  varieties  of  hayfever.  Like  all  Homoeopathic  preparations  they  work  by 
mobilising  the  body's  own  defences,  instead  of  simply  suppressing  symptoms.  And 
they  have  satisfied  customers  of  ours  across  the  world. 

Right  now,  Homoeopathy  is  playing  a  major  part  in  the  national  movement  towards 
more  natural  alternatives.  It  is  fully  recognised  by  the  Department  of  Health  and 
Homoeopathic  treatments  can  be  prescribed  under  the  National  Health  Service. 

Nelsons  have  the  full  range  of  literature  and  products  to  satisfy  customer  curiosity, 
interest  and  demand  in  this  healthily  growing  market.  So  investigate  our  Hayfever 
Tablets,  together  with  the  full  Nelsons  range.  It  could  save  you  some  tears 
this  summer. 

Find  the  Nelsons  range  at  your  wholesaler,  or  write  to  A.  Nelson  &  Co  Ltd, 
5  Endeavour  Way,  Wimbledon,  London  SW19  9UH.  Telephone  (01)  946  8527. 


hayfever 

tablets 


'K.isons 


nelsons 
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Helping  the  body  help  itself 


EQUIPMENT 


Continued  from  pl66 

readings  can  be  recalled  from  a  memory. 

The  cuffs  are  available  for  adults  and 
children,  and  have  a  quick  release  valve 
which  deflates  automatically.  The 
sphygmomanometer  costs  £475  +  VAT. 
V.A.  Howe  &  Co  Ltd,  12  St  Ann's 
Crescent,  London  SW18  2LS.  m 


The  Pye  Private  Eye  (model  1 124)  is 
claimed  to  be  the  economical  answer 
to  close  circuit  TV  at  £250.  The  12in 
black  and  white  TV  and  fixed  camera 
are  easy  to  instal,  and  the  latter  will 
operate  with  100  metres  of  cable  from 
the  TV  set.  Two  extra  cameras  can  be 
used  along  with  a  selector.  The 
camera's  16mm  lens  focuses  from  1m 
to  infinity,  works  in  low  temperatures 
and  automatically  adjusts  to  any  light 
level.  It  also  has  a  microphone 
installed.  Pye  Ltd,  137  Ditton  Walk, 
Cambridge  CB5  8QD 

Background  music 
while  you  work 

E.P.  Joseph  have  introduced  a  cassette 
player  /  amplifier  —  the  Supremacy  CA10 
—  for  shops  background  music.  Using 
standard  cassettes,  the  model  can  drive  up 
to  eight  speakers  and  features  an  auto- 
fade  microphone  facility.  Price:  £195. 
E.P.  Joseph  (Music)  Ltd,  Supremacy 
House,  Hurstwood  Road,  London 
NW11  OAR. 


Practical  step  to 
strong  branding 

Spring  Grove  Services  have  introduced  a 
mat  rental  service  designed  to  combine 
floor  cleanliness  and  image  projection. 
The  "mats  with  a  message"  —  in 
company  colours  or  bearing  a  brand  logo 
—  are  intended  for  use  in  entrances, 
reception  areas  and  wherever  people  pass 
with  damp  or  dirty  shoes.  The  mats 
measure  1 .2m  by  0.8m. 

Spring  Grove  will  provide  as  many 
mats  as  are  required  to  each  customer 
without  capital  cost  or  installation 
charges.  They  are  supplied  for  a  weekly 
rental  fee,  inclusive  of  all  charges  for 
cleaning  and  collection.  Each  mat 
location  is  served  by  three  mats  —  one  in 


situ,  plus  one  ready  for  use  while  the  third 
is  being  cleaned,  say  the  company. 

Each  mat  is  manufactured  from 
polyester  pile  bonded  to  a  nitrile  backing 
which  makes  it  resistant  to  rucking,  and 
has  edging  strips  to  guard  against  tripping 
or  fraying.  Spring  Grove  Rental  Services 
Ltd,  Reading  Road,  Henley-on-Thames 
RG9  1EP.  ■ 

Phone  monitor  with 
printed  readout 

Norex  Systems  Ltd  have  introduced  a  new 
telephone  call  logging  system  known  as 
the  call  check.  The  monitor,  which  can  be 
leased  for  approximately  £25  per  month 
or  bought  outright  for  £875,  is  British 
Telecom  approved  and  can  be  plugged 
directly  into  an  office  or  commercial 


switchboard. 

At  the  completion  of  each  call,  the 
unit  provides  a  printed  record  showing  the 
extension  which  dialled  the  call,  the 
number  dialled,  the  date,  time  and 
duration  of  the  call  and  the  number  of 
units  consumed.  The  purchaser  can  then 
verify  that  his  telephone  bill  is  correct, 
and  allocate  costs  to  individual 
extensions. 

It  is  claimed  that  the  system  can  also 
make  possible  substantial  reductions  in 
telephone  charges  by  encouraging  a 
generally  more  responsible  attitude  in 
staff. 


llfeteteto^        Two  new  pack  sizes 
^9jS^|     now  available: 

Migraleve  Pink  24s 
(24  Pink  Tablets  only) 

^mmm\  Migraleve  Yellow  24s 

a«g  (24  Yellow  Tablets  only) 

BMP  Why? 

More  than  70%  of  MIGRALEVE 
'  prescriptions  can  be  fulfilled  with 

multiples  of  24  tablets,  so  it  is  only  right 
that,  in  addition  to  the  Duo  24  (1 6  Pink  + 
8  yellow)  the  Pink  and  Yellow  tablets 
separately  should  also  be  available  in 
24s  packs. 

When? 

,  Stocks  of  the  new  packs  are  available 
NOW  either  direct  from  us  or  from  your 
usual  wholesaler. 

Prices  and  Margins 

Prices  of  the  new  packs  -  giving  you 
331/3%  return  -  are  as  follows:  Pink  24s: 
Trade  £1 .971 0  each.  Retail  (incl.  VAT) 
£3.40.  Yellow  24s:  Trade  £1 .71 59  each. 
Retail  (incl.  VAT)  £2.96. 

Remember 

MIGRALEVE  is  the  only  migraine 
treatment  you  can  recommend  and  sell 
over  the  counter. 

mm  %  NON-ERGOT  AMINE  «  (ft  M 

Migraleve  24 

The  Number  One  Migraine  Treatment 


ORDER  NOW  FROM  YOUR  USUAL  WHOLESALER,  OR  DIRECT  FROM 

International  Laboratories  Ltd.,  Wilsom  Road, 
Alton,  Hants.  GU34  2TJ.  Telephone  Alton  881  74 
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She's  more  sleek  and  beautiful 

That's  our  Sunsilk  girl,  featured  on  the  largest  toiletry  range  in  Britain. 

Sunsilk  is  the  most  popular  brand  in  the  market-place.  And  being 
number  one  means  never  having  to  say  you're  second. 

So  we've  completely  repackaged  and  redesigned  our  entire  range 
with  a  new  smooth  shape  and  our  beautiful  face. 

She's  impossible  to  hold  on  to 
Backed  by  exciting  new  advertising  and  an  unprecedented 
£2  million  campaign,  the  Sunsilk  girl  will  certainly  be  the  most  wanted 
woman  in  haircare.  Millions  will  take  her  home! 

She  gives  them  a  beautiful  time 
More  than  any  other  hair  care  product,  Sunsilk  is  the  definitive 
range  that  leaves  hair  more  beautiful  than  ever  before. 

Consumers  like  it  best,  from  the  four  specially  formulated 
hairsprays  and  shampoos,  to  the  easy-to-use  setting  lotion,  to  the  extra 
rich,  deep  action  conditioner 


The  N°l  best  seller,  now  repackaged  and  redesigned. 

ELIDA  GIBBS      THE  BRANDS  THAT  MEAN  BUSINESS. 


flavours  will  fight 
decay  better 

than  the  other 


Scientifically  speaking,  there  is 
nothing  to  choose  between  these  two 
tubes  of  toothpaste. 

They're  both  made  to  the  same 
advanced  sodium  fluoride/silica 
formulation  that  surpassed  original 
Crest  for  decay  reduction  in  three-year 
clinical  trials. 

Be  that  as  it  may  people  tend  to 
opt  for  the  toothpaste  that  tastes  nicest. 

We  worried  about  that,  because 


while  two- thirds  of  your  customers  are 
happy  with  the  mild  taste  of  regular 
Crest+,  it  seems  that  the  others  prefer 
something  stronger  and  mintier. 

Rather  than  deny  them  the  better 
protection  against  decay  that  Crest+ 
has  been  proven  to  give,  we  developed 
a  second  flavour.  Freshmint. 

Of  course,Freshmint  is  no  better  at 
preventing  decay-unless you  happen 
to  prefer  the  taste. 


Crest*  Helping  to  make  tooth  decay  a  thing  of  the  past. 

FOR  FURTHER  INFORMATION  ON  CREST+,  WRITE  TO  CREST  PROFESSIONAL  SERVICES,  PROCTER  &  GAMBLE  LIMITED,  RO.  BOX  1ER  NEWCASTLE  UPON  TYNE  NE99 1EP 


ORAL  HYGIENE 


Preventive  dental  care  — 
a  promising  future 

Colin  Hall  Dexter,  director,  Gibbs  Oral  Hygiene 
Service,  gives  a  dentist's  view  of  the  market. 


In  just  ten  years,  we  have  seen  a  marked 
improvement  in  the  state  of  the  oral 
hygiene  market,  with  a  wide  range  of  high 
quality  products  and  some  special  dental 
aids  now  available  from  most  pharmacies 
and  other  retail  outlets. 

Committed  preventive  dentists  realised 
some  years  ago  that  one  way  to  help  them 
combat  dental  disease  in  their  patients  was 
to  provide  them  with  the  effective  tools.  It 
was  simply  inadequate  to  advise  on  dental 
care  and  recommend  particular  products, 
since  many  were  generally  unavailable. 
Initially,  the  only  solution  was  for  dental 
practices  to  stock  oral  hygiene  products 
themselves.  This  was,  of  course,  not 
without  some  foresight  by  the 
manufacturers  who  also  realised  that 
endorsement  by  dentists  had  a  significant 
influence  on  patients.  In  effect,  dentists 
helped  stimulate  demand. 

With  little  direct  demand  by  the 
public,  retail  outlets  had  simply  stocked  a 
basic  range  of  dental  care  products. 
Effective  plaque  control  toothbrushes 
were  hard  to  find  and  the  first  waxed 
dental  floss  available  in  the  UK  was 
briefly  withdrawn  ten  years  ago  as  having 
too  little  demand.  It  is  essential  for 
dentists  seeking  improved  standards  of 
dental  health  to  support  the  role  of  the 
manufacturer  in  bringing  their  range  of 
products,  and  a  better  understanding  of 
oral  hygiene,  to  the  attention  of  the 
public.  It  is  for  this  reason  vital  that 
manufacturer,  pharmacist  and  dentist 
work  together  as  allies  in  the  fight  against 
tooth  decay  and  periodontal  disease. 


Toothpaste  and  brushes 


Traditionally,  dentists  tended  to  place  a 
low  value  on  the  advantages  of 
toothpaste.  Even  with  the  advent  of 
fluoride  in  toothpaste,  again  only  ten 
years  ago,  dentists  believed  it  was  on  the 
enamel  for  too  short  a  time  to  have  any 
significant  effect.  Attitudes  have  since 
changed  dramatically.  Recent  surveys  of 
the  dental  health  of  the  UK  public  has 
revealed  considerable  reductions  in  the 
incidence  of  dental  decay,  particularly 
amongst  children. 

This  improvement  seemed  to  occur 
gradually  over  the  span  of  the  decade 
since  the  introduction  of  fluoride 
toothpaste  and  as  no  radical  change  had 
been  observed  in  other  aspects  of  dental 


care,  such  as  toothbrushing  methods  or 
the  level  of  sugar  intake,  dentists  now 
strongly  believe  fluoride  toothpaste  to  be 
a  valuable  therapeutic  aid  in  the  control  of 
caries. 

Children,  up  to  about  5  or  6  years, 
tend  to  swallow  small  quantities  of 
toothpaste  and  thereby  ingest  the 
fluoride.  This  has  almost  certainly  been  a 
factor  in  reducing  decay  particularly  in 
areas  with  an  unfluoridated  water  supply. 

Today,  the  wide  range  of  fluoride 
toothpastes  available  offer  similar 
benefits.  It  is  often  simply  a  matter  of 
colour  or  taste  preference,  although  some 
manufacturers  infer  by  pack  claims  that 
special  forms  of  fluoride  are  more 
beneficial  than  other  brands.  The  key 
factor  in  any  fluoride  ingredient  is  the 
number  of  free  ions  of  fluoride  available 
to  be  absorbed  into  the  dental  plaque  and 
surface  dental  enamel. 

A  pleasant  flavour  or  attractive 
colouring  may  appear  unimportant  but 
often  the  general  appearance,  even  the 
packaging,  of  the  toothpaste  have  a 
strong  influence  on  the  patient, 
particularly  children.,  If  they  like  the 
taste,  they  will  continue  to  use  it  regularly. 

Fluoride  in  toothpaste  was  a  major 
step  forward  in  the  fight  against  caries. 
The  next  step  is  to  find  an  ingredient  for 
toothpaste  which  helps  protect  gums 
against  periodontal  disease.  An  agent 
which  could  actually  reduce  the  chances 
of  attack  by  controlling  the  growth  of 
plaque  would  be  considered  by  dentists  as 
a  major  development  in  the  oral  hygiene 
market. 

An  extensive  range  of  good  brushes 
suitable  for  effective  plaque  control  is 
now  available  from  most  pharmacies. 
Leading  manufacturers  in  this  area  of 
dental  care  have  set  a  pattern  for  other 
companies  to  follow.  An  increasing 
number  of  new  designs  for  plaque  control 
are  emerging,  some  with  smaller,  squarer 
heads,  angled  handles  or  thinner  necks  on 
handles,  to  help  people  cope  better  with 
difficult-to-reach  areas  on  the  back  of  the 
teeth.  It  is  possible  that  these  are 
particularly  advantageous  to  those  people 
who  do  not  recieve  toothbrushing 
instruction  from  their  dentist,  or  a 
hygienist,  thereby  increasing  their  chances 
of  effective  plaque  removal. 

Despite  the  range  of  well-designed  new 
brushes  on  sale,  the  old  style  brushes  are 


still  being  manufactured,  often  by  the 
same  companies.  These  can  often  be 
positively  harmful  since  new  brushing 
techniques  used  with  badly  designed 
brushes  can  cause  damage  to  both  teeth 
and  gums. 

One  of  the  greatest  misconceptions  is 
the  belief  that  natural  bristle  is  more 
beneficial  than  nylon.  Bristle  is  hollow 
and  harbors  plaque  bacteria.  Also  the 
filament  size  of  natural  bristle  is  not 
controllable  so  that  a  regular  standard  of 
hardness  is  not  attainable.  All  bristle 
brushes  should  be  removed  from  the 
market. 


Floss 


Once  upon  a  time,  floss  was  regarded  as 
something  only  the  dentist  would  use  or 
recommend  and  very  few  people 
understood  its  benefit.  Attitudes  by  the 
public  towards  dental  care  generally  have 
gradually  improved,  to  the  extent  that  a 
wide  range  of  flossing  agents,  with 
differing  textures  and  even  flavours,  are 
now  available  in  supermarkets  as  well  as 
chemists.  This  certainly  was  not  the  case 
five  years  ago. 

Floss  should  be  an  essential  part  of  the 
daily  dental  care  routine.  Most  preventive 
dentists  would  recommend  the  unwaxed 
type  of  floss  but  since  no  official  study  has 
been  carried  out,  there  is  no  proof  that 
unwaxed  is  more  effective  than  waxed. 
Once  again  it  is  a  matter  of  preference.  As 
unwaxed  will  'squeak'  on  clean  tooth 
surfaces,  the  patient  is  able  to  hear  when 
his  teeth  are  clean  and  free  of  plaque. 
However,  people  with  tightly  fitting  teeth 
or  rough  edged  fillings  may  find  the 
waxed  variety  easier  to  slip  between  the 
teeth. 


Disclosing  tablets 


Disclosing  tablets  are  a  useful  adjunct  to 
the  effective  removal  of  dental  plaque. 
The  harmless  red  dye  colours  the  dental 
plaque  making  it  easier  to  see  where  it 
exists  between  the  teeth  and  near  the  gum 
margin.  Recently,  two  tone  tablets  have 
come  onto  the  market  as  well  as  some 
highlighting  the  plaque  in  pale  blue. 

Special  aids 


Although  the  range  of  dental  products 
available  in  pharmacies  continues  to 
grow,  there  are  still  a  number  of  special 
aids  not  yet  on  sale  to  the  public. 
'Superfloss,"  floss  threaders,  some 
interspace  brushes,  for  example  have  to  be 
supplied  through  dentists.  Fluoride  rinses 
are  often  in  short  supply  and  difficult  to 
track  down. 

Concluded  overleaf 
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ORAL  HYGIENE 


Chemists  continue  to  lose 
on  toothpaste  sales 

Toothpaste  and  brushes  are  the  two  most  important 
markets  in  oral  hygiene.  Both  have  grown  considerably 
in  the  past  and  have  the  potential  for  greater  volume 
expansion.  However  the  paste  market,  although  far 
larger,  is  now  hardly  worth  any  more  than  brushes  to 
independent  chemists.  C&D  examines  the  latest 
marketing  developments  and  wonders  if  the  increased 
competition  in  toothbrushes  will  necessarily  be  to 
pharmacy's  advantage. 


Manufacturers'  estimates  put  the  British 
toothpaste  market  at  about  £70-73m  and 
the  toothbrush  market  at  £21-23m.  Yet, 
according  to  Nielsen,  sales  of  toothpaste 
through  independent  chemists  in  1981 
amounted  to  just  over  £5m  while  brush 
sales  were  around  £4m.  Chemists 
multiples,  excluding  Boots,  sold  just  over 
£lm  worth  of  the  former  and  under  £lm 
of  the  latter.  At  the  same  time  sales  of 
toothpaste  through  all  British  grocery 
outlets  amounted  to  £30m  at  rsp  while 
brush  sales  were  over  £3m. 

This  confirmation  that  chemists  (apart 
perhaps  from  Boots)  have  lost  out  on  the 
toothpaste  "war"  should  come  as  a 
surprise  to  no-one.  The  competitive 
nature  of  the  market  is  shown  by  the  high 
advertising-to-sales  ratio.  Beecham  say 
the  total  advertising  spend  for  toothpastes 
in  1981  was  over  £1  lm  with  as  much  as 
going  on  below-the-line  promotions.  No 
doubt  it  is  the  highly  competitive 
marketing  involving  promotional  price- 
cutting  that  has  helped  increase  the 
multiple  grocery  share  so  much  over  the 
past  few  years. 

Seven  big  brands 

Analysis  of  the  market  shows  that  it  is 
dominated  by  four  manufacturers  and 
seven  big  brands.  Beecham  say  that  about 
90  per  cent  of  UK  sales  are  accounted  for 
by  these  seven  with  the  top  three  — 
Colgate  Dental  Cream,  their  own 
Macleans  (with  almost  20  per  cent)  and 
Crest  +  —  controlling  almost  60  per  cent 
of  all  sales  and  having  the  "lion's  share" 
of  advertising  and  promotion.  The  four 
brands  in  the  "second  division", 
Aquafresh,  Gibbs  SR,  Signal  and 
Ultrabrite,  are  all  well  supported  and  each 
have  a  share  of  around  8  per  cent, 
Beecham  add. 

Colgate  Dental  Cream  is  the  brand 
leader,  say  Colgate-Palmolive,  with  a  25 
per  cent  brand  share  during  the  early  part 


of  the  year  which  has  now  strengthened  to 
26  per  cent.  During  the  same  period 
Macleans  could  only  manage  19  per  cent 
while  Crest  fell  back  to  just  16  per  cent. 

With  their  diminishing  share  of  the 
market  chemists  might  well  regard  these 
fine  calculations  of  brands  shares  as 
rather  academic.  And  they  might  be 
casting  an  anxious  eye  at  the  toothbrush 
market  and  wondering  if  the  increasing 
competition  could  lead  to  similar  cut- 
throat marketing. 

Fortunately  this  does  not  seem  likely 
at  the  moment.  Although  there  has  been  a 
flurry  of  activity  this  year  with  several  new 
introductions  and  blossoming  consumer 
advertising  it  has  virtually  all  been  in  the 
premium-priced  "professional"  sector. 
The  new  products  have  been  priced  at  the 
top  end  of  the  market  with  their  selling 
points  based  on  technical  performance 
rather  than  economy. 

Cooper  Health,  stalwarts  of  the 
professional  toothbrush  sector,  say  this 
sector  now  accounts  for  around  30  per 
cent  of  the  market.  Oral  B  account  for  50 
per  cent  of  professional  sales  and  are  the 
clear  brand  leader  in  this  sector,  they  add. 
In  May  the  company  launched  their  right 
angle  Oral  B  toothbrush  with  advertising 
support  worth  £450,000  using  television 
and  the  Press. 

The  key  to  growth  is  obviously  to 
communicate  the  message  of  dental  care 
to  the  consumer,  Cooper  Health  say,  and 
they  decided  to  use  consumer  advertising 
to  support  the  launch  after  seeing  its 
success  in  Canada  and  the  UK.  They  ran 
extensive  television  campaigns  in  both 
countries  during  the  last  year  and  have 
seen  significant  growth  in  their  brand 
shares.  In  Canada,  particularly,  Oral  B's 
market  share  doubled  from  1 1 .9  per  cent 
to  23.2  per  cent  following  television 
advertising.  Even  more  importantly,  the 
advertising  has  also  expanded  the  total 
market,  they  add. 

Stafford-Miller  must  also  agree  that 
advertising  works.  Sensodyne 


Stafford-Miller  are  looking  to  their 
recently-launched  Search  brushes  to 
give  them  a  dominant  position  in  the 
market 

toothbrushes  are  the  most  heavily- 
promoted  brand,  they  say,  with  £500,000 
being  spent  on  national  television 
advertising  so  far  this  year,  as  well  as  their 
substantial  promotional  investment 
through  the  dental  profession.  The 
brushes  are  also  the  fastest-growing 
professional  brand,  the  company 
continues,  and  they  expect  the 
introduction  of  the  new  Search  range  to 
eventually  give  them  brand  leadership  of 
this  sector.  Stafford-Miller  rate  the 
professional  share  of  the  market  rather 
higher  than  Cooper  —  they  estimate  it 
now  accounts  for  40  per  cent  of  all  sales. 
More  new  professional  brushes  are 

Continued  on  pi  78 

A  dentist's  view 
of  the  market 

Continued  from  pi  75 

Interdental  brushes  are  rarely 
available.  Whereas  the  interspace  brushes 
clean  into  the  embrasure  between  the 
teeth,  the  interdental  brushes  are  able  to 
reach  right  through  the  space,  in  the  same 
way  a  wood  stick  might.  In  cases  of  severe 
gum  disease,  where  there  are  often  large 
spaces  between  the  teeth,  these  can  be  of 
great  value. 


Dental  care  kits 

There  should  be  a  greater  availability  of 
complete  dental  care  kits  which  offer 
toothpaste,  brushes,  floss,  disclosing 
tablets,  all  sold  with  clear,  easy-to- 
understand  leaflets,  to  present  the  total 
picture  of  good  daily  mouth  care.  ■ 
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SUCCESS  STORY 

HITS  BRITAIN. 


Topol  -  America's  No.  1  smoker's  toothpolish 

is  here! 

Topol  achieved  an  amazing  3.9%  share  of 
theTotal  US  dentrifrice  market  and  a  staggering 
7.1%  share  in  Canada  in  just  12  months  from 
launch  and  continues toclimb-a  phenomenal 
performance  for  a  smoker's  toothpolish. 

The  Topol  success  stems  from  its  unique 
formula  of  3  cleaningand  polishing  agents  that 
actua  I  ly  remove  ugly  yel  low  tobacco 
stains  from  teeth -yet  do  not 
damage  tooth  enamel. 

Big  launch  -  Big  profits 

A  massive  £1.2  M  on 
above-the-line  advertising  for 
1982-£280,000inJulyand 


August-that's  what  we  are  spendingon  a  hard- 
hitting campaign  in  the  national  press  and  on 
major  commercial  radio  stations. 

To  celebrate  the  launch,  we  are  also  going 
to  offer  introductory  trade  bonuses  to  give  you 
increased  profit -even  higher  than  the  normal 
trade  price  margin. 

Stock  Topol  now  -  for  a  big  smile  tomorrow! 

Call  your  local  Optrex  representative  or 
wholesaler  right  now.  He  will 

Ptake  your  order  and  rush 
Topol  rou  nd  to  you— so  you'  1 1 
be  suretomeetthe  demand. 
'   Optrex  Ltd.,  Optrex  House, 
■     Jays  Close,  Basingstoke, 

Hants.  Tel:  (0256)  57272. 
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THE 
LAST  WORD 
IN  ORAL 
HYGIENE 


'CorsodyF  is  recommended  and  pre- 
scribed by  many  dental  and  general  practi- 
tioners for  the  effective  control  of  dental 
plaque  and  the  treatment  of  gingivitis  or 
aphthous  ulceration. 

Its  efficacy  has  been  proved  in 
surgeries,  hospitals  and  in  the  home,  and 
confirmed  in  independent  trials. 
Ensure  your  share  of  the  expanding 
oral  hygiene  market  by  counter  prescribing 
the  only  oral  hygiene  products 
backed  by  ICI  research. 
Retail  Price  including  VAT: 

Mouthwash  £1.50. 
Dental  Gel  £1.20. 
PHARMACY  ONLY 
So,  what  do  you  recommend? 

CORSODYL 

CChlorhexidine  Gluconate) 

An  integral  part  of  oral  hygiene. 


ICI  Dental  Services) 

Further  information  available  from:-  Imperial  Chemical  Industries  PLC 
Pharmaceuticals  Division  Alderlev  House  Alderlev  Park 
Macclesfield  Cheshire  SK10  4TF  '  *  * 

'Corsodvl'  is  a  trade  mark  5382 


Paste  and  brush  market 

Continued  from  pi  76 

being  introduced  at  the  moment.  Last  year  Addis  brought  out 
Wisdom  Quest  —  now  the  most  widely-recommended  angle- 
headed  toothbrush,  they  claim.  In  order  to  give  consumers  a 
choice  of  sizes  they  are  now  launching  two  new  Quest  brushes. 
Quest  extra  is  ideal  for  the  average  user  who  likes  a  substantial 
head  whereas  Quest  petite  is  for  children  and  adults  who  like  a 
small  head.  The  original  brush,  now  termed  the  regular,  has  a 
head  size  intermediate  between  these  two.  All  three  brushes  have 
compact  angled  heads  with  a  concave  brush  trim,  designed  to 
clean  effectively  on  all  tooth  surfaces  and  along  the  gum  line. 

Addis  claim  brand  leadership  for  their  Wisdom  brushes  with 
over  60  per  cent  share  in  pharmacies  and  drug  stores.  Also 
included  among  their  professional  Wisdom  brushes  is  the 
Mouth  Master  range  and  this  has  now  been  repackaged.  The 
new  packaging  has  been  designed  to  carry  more  information  for 
the  user  and  to 
make  the  brushes 
more  visible.  It  has 
a  stronger  ethical 
image  and  states 
clearly  that  the 
brushes  are 
recommended  by 
dentists  they  say. 

Finally  a  novel 
idea  has  been 
developed  by  Louis 
Sanderson.  Their 
Clic-on  toothbrush 
comes  with  two 
replacement  head.  ■ 

Wisdom 's  Mouth 
Master  range  in  its 
new  livery 

Toothpaste  campaigns 

Colgate  Dental  Cream  is  getting  increased  advertising  with 
continual  nationwide  exposure  planned  for  the  rest  of  1982. 
Current  in-store  packs  feature  a  twin-pack  offer  on  all  four 
sizes. 

Crest  +  has  new  television  commercials  showing  which  retain 
the  animated  style  but  emphasise  that  consumers  now  have  "a 
choice  of  flavours  in  the  fight  to  make  tooth  decay  a  thing  of  the 
past". 

Denivit  toothcream  will  be  advertised  in  the  national  Press  this 
year  in  bursts  of  15  doubles. 

Eucryl  toothpowder  is  being  promoted  with  5p-off  all  varieties 
this  Summer  and  1 .2  million  packs  will  be  flashed  with  the  offer. 
Macleans  was  advertised  on  television  from  the  middle  of  this 
month  in  a  £2  million  campaign  whch  will  last  for  35  weeks. 
Two  new  commercials  concentrate  on  the  benefits  of  caries- 
reduction. 

Pearl  Drops  have  a  new  advertisement  concentrating  on  how  the 
product  can  bring  sparkling  white  teeth.  The  £200,000  campaign 
begins  in  August  with  double  page  colour  spreads  in  key 
women's  publications,  using  the  headline  "Let  your  tongue  talk 
to  you  into  using  Pearl  Drops." 

Ultrabrite  is  being  relaunched  next  month  with  a  new  flavour 
and  modern  packaging.  The  relaunch  will  be  supported  by 
national  television  advertising  with  a  budget  of  well  over  V/i 
million  and  extensive  couponing.  ■ 
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Jordan  look  to  merchandising 
to  reach  'the  great  unbrushed' 


A  quiet  revolution  has  been  taking  place 
in  Jordan's  marketing  strategy.  In 
November  last  year  Gillette  acquired  total 
UK  sales  and  marketing  responsibility  for 
the  range  and  this  coincided  with  a  major 
change  to  the  Oslo-based  brand's 
international  image. 

The  range  was  completely  updated  and 
now  includes  interdental  products  (see 
pl81)  a  double-action  brush  and  a  short- 
head  brush.  The  junior  brush  was 
changed  to  a  soft  V-tuft  style  and  a  baby 
brush  also  added.  This  is  for  children 
from  0-3  years  and  is  designed  with  short 
tufts  and  a  small  head  to  suit  babies' 
mouths  but  with  a  long  handle  for  the 
parent  to  hold. 

Perhaps  even  more  significant  than 
these  new  additions  was  the  marketing 
philosophy  that  resulted  in  a  complete 
merchandising  system  for  the  brushes. 
Gillette  decided  that  the  specialist 
emphasis  of  professional  brushes  limited 
their  appeal.  The  greater  opportunity  and 
volume  of  business  lay  with  the  mass 
market  —  "the  great  unbrushed."  They 
wanted  to  offer  professional  brushes  that 
would  be  appealing  and  stimulate  an 


impulse  purchase.  To  do  this  they  used 
bright  colours  packaged  so  as  much  of  the 
product  could  be  seen  as  possible  and  so 
the  brush  type  could  be  easily  identified. 

Next  they  decided  that  toothbrushes 
had  to  be  displayed  properly  —  it  wasn't 
enough  to  have  a  heap  of  them  in  the 
corner.  So  the  merchandising  system  was 
designed.  The  brushes  come  in  outers  of 
12  which  are  placed  complete  on  the  shelf. 
The  outer  has  a  base  into  which  the 
brushes  "click"  so  they  can't  fall  over,  yet 
can  be  easily  removed.  Retailers  are  then 
given  "channels"  into  which  the  outers  fit 
so  they  don't  fall  over.  All  the  channels 
have  blue  shelf  frontage  units  for  carrying 
descriptive  labels. 

The  idea  is  that  from  a  considerable 
distance  consumers  can  see  a  colourful 
impactful  display  from  which  it  easy  to 
make  a  choice.  Gillette  claim  their  tests 
have  shown  that  using  the  merchandising 
system  properly  increases  sales  volume  by 
23-44  per  cent  in  stores  that  already  have 
dental  care  displays.  They  have  also 
produced  a  stand  that  clamps  onto  shelves 
thus  creating  selling  space.  The  headcard 
says  "Remember  your  teeth  as  well"  and 


it  is  intended  that  the  stand  can  be  placed 
elsewhere  in  the  shop  —  next  to 
confectionary  or  make-up  for  example. 

For  point-of-sale  they  have  produced 
three  leaflets  and  clear  plastic  wallets  for 
them  which  can  be  hung  up  or  stuck  on 
the  shelf-edge  to  fit  in  with  a  totally 
flexible  merchandising  system.  No 
advertising  details  are  yet  available  but 
there  are  plans  for  the  women's  Press  and 
television. 

Gillette  are  convinced  that  the  UK 
dental  care  market  is  grossly  under- 
developed and  they  estimate  the  potential 
for  toothbrushes  is  about  123  million  units 
per  annum  (56m  were  sold  last  year  they 
say).  Since  81  per  cent  of  people  do  not 
yet  replace  their  toothbrushes  every  three 
months  and  since  89  per  cent  of  brushes 
are  bought  on  impulse,  high  quality 
displays  and  cosmetic  appeal  are  vital, 
they  re-iterate.  Their  philosophy  is 
described  as  a  four-step  approach  — 
product,  packaging,  display,  promotion 
—  and  their  initial  aim  is  an  8  per  cent 
brand  share  by  the  end  of  this  year. 


Jordan's  merchandising  system  is  shown 
ready  for  assembly  on  the  shelf  in  the  left- 
hand  picture  and  complete  with  brushes 
on  the  right 


 ZYMAFLUOR  — 

Fluoride  Protection  against 
Dental  Caries 

Two  tablet  strengths  0.25mg  and  1  .Omg  for  dosage  flexibility 


VA 


Zyma  (UK)  Limited  Hurdsfield  Industrial  Estate 
Macclesfield  Cheshire  SK10  2LY 


Zymafluor  Toothmouse  stickers 
available  on  request 
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Increasing  competition  in 
cosmetic  mouthwashes 

Confidence  in  the  cosmetic  mouthwash  market 
continues  to  abound  with  another  new  introduction  this 
month  and  the  manufacturers  all  exuding  optimism. 


Some  of  this  may  be  justified  though,  as 
the  market  does  seem  to  have  grown  last 
year.  Unicliffe  and  Warner-Lambert  both 
estimate  that  it  was  worth  about  £6 
million  at  rsp  last  year  and  are  predicting 
future  growth.  Warner-Lambert  forecast 
that  cosmetic  mouthwashes  could  be 
selling  over  £12  million  by  1985  while 
Unicliffe  are  confident  that  the  long- 
awaited  boom,  in  line  with  USA 
experience,  is  just  a  matter  of  time. 

Brand  share  disputes 

As  the  competition  hots  up,  advertising 
becomes  increasingly  important,  and  the 
disputes  over  brand  shares  begin.  Warner- 
Lambert  claim  brand  leadership  for 
Listermint  with  over  40  per  cent  of  the 
market  and  say  Listerine  holds  over  20  per 
cent  and  is  currently  in  second  place. 
Unicliffe  say  Mintgard  is  number  two  with 
almost  a  third  of  the  market.  The  brand 
has  maintained  its  growth  they  claim  and 
say  that  the  24  per  cent  share  held  jointly 
by  Amplex  and  Supermint  has  come 
totally  from  previous  Listermint  sales. 
July  and  August  are  the  peak  sales  months 
for  mouthwashes,  Unicliffe  say,  and 
Mintgard  is  on  bonus  until  the  end  of 
August. 

Ashe  also  claim  to  produce  the 
number  two  brand!  Double  Amplex  has 
over  20  per  cent  of  the  cosmetic 
mouthwash  market,  they  say,  estimating 
the  market  to  be  currently  worth  £9m  at 
rsp.  Double  Amplex  was  launched  just 
over  a  year  ago  and,  after  the  first  burst  of 
television  advertising  in  March,  doubled 
its  brand  share. 

This  month  Ashe  are  introducing  a 
600ml  bottle  in  response  to  the  demand 
for  family  size  packs.  The  new  bottle 
retails  at  £1 .25,  providing  more  volume 
for  money  than  the  current  300ml  pack. 
Each  bottle  comes  with  a  free  pack  of  28 
Double  Amplex  capsules  as  a  special 
launch  offer. 

With  all  these  conflicting  claims  over 
which  brand  is  second  Addis  must  be 
relieved  not  to  have  to  produce  figures  for 
their  product.  Wisdom  antiseptic 
mouthwash  was  launched  this  month  in 
two  sizes  —  220ml  (£0.79)  and  400ml 
(£1 .20)  —  both  in  shatterproof  plastic 
bottles.  Introducing  a  branded 


mouthwash  is  a  natural  move  in  their 
continued  development  of  a  Wisdom  total 
mouth  care  range,  Addis  say. 

Advertising  on  television  seems  to  be 
regarded  as  fairly  essential  for  the 
successful  launch  of  a  new  mouthwash. 
Addis  are  no  exception,  they  are  running  a 
national  campaign  for  Wisdom 
mouthwash  during  September  and 
October.  The  campaign  breaks  on 
September  19  and  will  be  supported  by 
point-of-sale  material. 

What  about  the  other  manufacturers' 
advertising  plans?  A  £600,000  television 
and  radio  advertising  campaign  for 
Listermint  began  in  the  spring,  and  the 
brand  is  continuing  to  be  promoted  on 
Radio  Luxembourg  until  the  end  of  this 
month  and  on  Capital  Radio  until  the  end 
of  August.  A  further  television  campaign 
is  planned  for  the  autumn.  Warner- 
Lambert  are  also  running  a  poster 
campaign  for  Listerine  in  London  and 
Scotland.  It  includes  cross-track  posters  in 
London's  Underground  which  are  being 
displayed  on  300  sites  a  month  in  high 
traffic  areas  until  the  end  of  November. 
The  Scottish  campaign  continues  until  the 
end  of  September.  The  posters  feature  a 
cartoon  character  in  the  shape  of  a 
Listerine  bottle  and  emphasise  the 
strength  of  the  brand  in  a  series  of 
humorous  situations. 

A  £150,000  campaign  for  Double 
Amplex  is  currently  running  on  London, 
Southern  and  Central  television,  making  a 
total  spend  of  £400,000  this  year. 

Medical  sector 

Warner-Lambert  also  claim  brand 
leadership  of  the  OTC  "medical" 
mouthwash  market,  which  they  rate  at 
£2!/2m  at  rsp.  Oraldene  has  a  66  per  cent 
share,  they  say,  and  also  enjoys  a  high 
level  of  prescription  sales.  The  brand  is 
promoted  as  an  effective  treatment  for 
mouth  infections,  particularly  sore  gums, 
and  for  mouth  ulcers  as  well  as  bad 
breath.  It  can  also  be  used  as  an  adjunct 
treatment  for  sore  throats,  they  say.  News 
display  material  emphasising  Orladene's 
medical  benefits  is  available  from  the 
company's  sales  force. 

Unicliffe  rate  the  therapeutic  sector 
much  higher  —  sales  are  worth  over  £5m 


at  rsp,  they  say,  with  TCP  and  Oraldene 
the  leading  brands.  These  two  are  both 
GSL  medicines  of  course,  whereas  Id's 
Corsodyl  is  pharmacy  only.  Corsodyl  is 
indicated  as  an  aid  in  the  treatment  of 
gingivitis  and  the  maintenance  of  oral 
hygiene,  particularly  following  oral 
surgery  of  aphthous  ulcers  and  candidal 
infections.  More  than  500  articles  have 
been  published  on  the  dental  use  of 
chlorhexidine,  ICI  say,  a  volume  of 
evidence  which  surpasses  that  for  any 
other  oral  antiseptic. 

Breath  fresheners 

The  two  Ashe  brands,  Double  Amplex 
capsules  and  Gold  Spot,  are  the  leading 
"portable"  breath  fresheners,  the 
company  says.  Sales  of  Double  Amplex 
capsules  increased  by  10  per  cent  in 
volume  terms  last  year  and  a  £75,000 
national  Press  campaign  this  summer  is 
being  used  to  maintain  the  momentum. 
Gold  Spot  has  £50,000  advertising  support 
in  Woman  and  Woman 's  Own. 

A  Denivit  mouth  spray  was  recently 
introduced  into  the  UK,  retailing  at  £0.99 
(C&D  May  1,  p808).  This  joinds  the 
already-available  mouthwash,  toothpaste 
and  brush. 

Change  of  supplier 

Sotol  mouthwash  tablets,  originally 
supplied  by  Claudius  Ash,  Sons  and  Co, 
are  now  distributed  by  Associated  Dental 
Products  Ltd.  The  tablets  are  available  in 
plastic  containers  of  45  (packed  in  a 
counter  display  carton)  100  and  500 
tablets,  with  the  first  two  sizes  in  outers  of 
12  and  the  500's  sold  individually. 
Pharmacists  should  contact  the  company 
for  advice  on  local  wholesalers. 
Associated  Dental  Products  Ltd,  Purton, 
Swindon,  Wilts. 
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Bright  future 
ahead  for 
interdentals? 


A  noticeable  development  over  the  past 
few  years  has  been  the  introduction  of 
dental  care  ranges.  Toothbrush 
manufacturers,  particularly,  seem  keen  to 
complement  their  products  by  adding 
interdental  sticks,  floss,  disclosing  tablets, 
etc  to  present  an  integrated  range. 

Addis  are  taking  pains  to  emphasise 
this  concept  and  this  year  have  introduced 
the  logo  "Wisdom  total  mouthcare"  on 
all  new  packaging,  company  literature  and 
promotional  material.  As  well  as  their 
toothbrushes  the  company  already 
marketed  three  varieties  of  floss  and 
disclosing  tablets;  last  November  they 
launched  Go-between  elastomeric 
interdental  strips  and  this  year  they  have 
added  denture  cleansing  tablets  and  a 
dental  mirror,  as  well  as  as  the  new 
mouthwash. 

Jordan's  update  after  their  takeover 
by  Gillette  (see  pi 79)  has  led  to  the 
introduction  of  two  new  interdental 
products.  Their  dental  floss  is  medium- 
width  and  lightly  waxed;  the  dental  sticks 
are  made  from  birchwood,  V-shaped  and 
are  lightly  menthol-flavoured.  The 
company  is  also  keen  to  push  the  idea  of 
total  dental  care  and  think  interdental 
products  should  be  marketed  as  a  natural 
extension  of  brushing  in  order  to  gain 
acceptance  on  the  mass  market.  Jordan 
are  optimistic  about  the  future  of 
interdental  aids  —  they  expect  sales  of 
floss  to  triple  over  the  next  five  years. 

Cooper  Health  have  a  new  range  of 
Oral-B  dental  floss  in  three  varieties  — 
unwaxed,  litewax  and  mint  litewax.  Each 
pack  includes  a  replacement  spool 
offering  exceptional  value  for  money, 
they  say. 

Prevdent  are  another  company  who 
market  a  wide  range  of  interdental 
products  although  many  of  their  sales  are 
made  through  dentists.  Among  their 
range  is  the  Control  Flossbrush,  a 
toothbrush  with  floss  in  the  handle; 
Fixident  toothpicks;  the  Flic  flosser; 
waxed  dental  tape  and  Superfloss,  which 
is  floss  with  a  filament  brush. 

Leaders  of  the  dental  floss  market  are, 
of  course,  Johnson  &  Johnson.  Their 
relaunch  last  August  built  their  share  of 
the  market  from  76  to  80  per  cent,  in  unit 
and  sterling  terms.  Sales  of  each  of  the 


"Not  only  does  she  sell  toothpaste  but  she  helps  the  sunglass  sales  as  well!" 


two  new  variants,  mint  and  Dentotape, 
are  now  75  per  cent  of  their  unwaxed  floss 
and  50  per  cent  of  the  waxed  variant. 

Johnson  &  Johnson  say  their  product 
is  very  strongly  distributed  in  pharmacies 
—  figures  for  March/April  last  year  show 
their  sterling  distribution  was  94  per  cent 
in  independents  and  95  per  cent  in 
multiples.  This  does  not  mean,  however, 
that  every  variant  is  available  in  all  outlets 
and  the  company  says  it  is  clearly 
worthwhile  for  those  not  currently 
stocking  all  four  variants  to  take 
Dentotape  and  mint  also,  in  view  of  their 
high  rate  of  sale.  The  company  says  it  is 
continuing  to  invest  in  securing 
professional  endorsements  for  their 
product.  Since  73  per  cent  of  patients 
buying  floss  for  the  first  time  do  so  on  the 
instructions  of  their  dentist,  such 
endorsements  are  crucial,  they  add. 

Recession  affects 
electricals  market 

The  electrical  denture  care  market  seemed 
ready  for  take-off  last  year  when  several 
new  products  were  introduced.  However 
no  new  products  have  been  launched  onto 
the  UK  market  in  the  last  12  months  and 
sales  all  seem  to  be  concentrated  on  the 
more  traditional  electric  toothbrushes. 

Even  these  are  not  doing  too  well. 
Braun  say  the  market  for  electric  brushes 
was  growing  steadily  but  has  now  been 
depressed  by  the  recession.  Most  people 
appear  to  regard  them  as  a  luxury  item, 
they  add,  and  estimate  that  the  market 
size  will  drop  back  from  120,000  to 
1 10,000  units  this  year.  Their  own  volume 
share  is  increasing  however,  from  7  per 


cent  in  1979  to  28  per  cent  last  year. 

The  company  are  none-the-less 
optimistic  about  future  prospects. 
Compared  to  the  Continent  and 
Scandinavia,  the  UK  is  far  behind  in  the 
use  of  electric  toothbrushes,  they  point 
out.  Increasing  publicity  and  awareness  of 
oral  hygiene  backed  by  word-of-mouth 
recommendations  should  ensure 
expansion  of  the  market.  Once  acquired 
consumers  seem  very  happy  with  their 
purchase  —  91  per  cent  of  Braun 
toothbrush  users  were  mostly  or 
completely  satisfied  with  the  product. 

New  smokers  polish 
is  non-abrasive 

Cuticura  Laboratories  are  currently 
launching  Topol  smokers  toothpolish  in 
the  UK. 

The  product  is  a  combination  of 
cleaning  agents  and  polishing  agents  that 
effectively  remove  tobacco  stains  without 
the  use  of  harsh  abrasives  normally 
associated  with  smokers  dental  products, 
they  say.  Topol  is  North  America  and 
Canada's  number  one  smokers 
toothpolish  and  has  been  immensely 
successful,  achieving  a  3.9  per  cent  share 
in  the  total  dentifrice  market  in  it's  first 
year  in  the  States  and  7. 1  per  cent  in 
Canada,  the  company  adds. 

Their  strategy  for  the  UK  is  similar  to 
that  used  in  America  and  Canada,  with  an 
immediate  national  launch  supported  by  a 
£280,000  advertising  campaign  this  month 
and  next.  A  considerable  above  and 
below-the-line  budget  for  the  rest  of  1982 
to  1983,  is  promised  to  follow. 
Distributors  are  OptrexLtd,  City  Wall 
House,  Basing  View,  Basingstoke,  Hants. 
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ORAL  HYGIENE 


High  level  of  promotion 
for  denture  cleansers 


The  denture  care  sector  is  inversely  related 
to  the  rest  of  the  oral  hygiene  market.  As 
sales  of  toothpaste,  brushes,  floss  etc 
increase  and  standards  improve,  so  the 
number  of  denture  wearers  declines. 

Although  the  value  of  the  denture 
cleanser  market  increases  slightly  every 
year  due  to  inflation,  in  volume  terms  it 
declines  by  about  2-3  per  cent.  However, 
it  is  still  a  large  market  and  one  in  which 
pharmacies  hold  a  reasonable  share. 
Reckitt  &  Colman  say  it  was  worth 
£22 Vim  at  rsp  last  year  and  estimate  a 
value  of  £23-£24m  for  1982. 

In  an  all-too-familar  tale  grocers  are 
still  gaining  sales  —  Reckitts  say  that 
about  35  per  cent  of  all  denture  cleansers 
now  go  through  grocery  outlets.  Boots 
account  for  25  per  cent  of  the  market; 
independent  pharmacies  15  per  cent;  drug 
stores  and  discounters  15  per  cent,  and 
Woolworths  has  6  per  cent.  Last  year  the 
volume  sold  through  grocers  fell  by  3  per 
cent  whereas  pharmacies  had  a  larger,  5 
per  cent  drop.  However  the  volume 
decline  for  this  year  seems  about  3  per 
cent  for  both  types  of  outlets.  Drugstores 
and  Woolworths  maintained  their  sales 
volumes  last  year,  Reckitts  add,  but  this 
year  Woolworths  appears  to  be  doing 
much  worse. 

The  company's  Steradent  range  is  very 
dominant  in  the  denture  cleanser  market 
with  a  57  per  cent  sterling  share  overall  in 
pharmacies  and  an  80  per  cent  share  in  the 
grocery  trade.  Steradent  alkaline  powder 
and  tablets  hold  a  42  per  cent  sterling 
share  in  pharmacies,  Deep  Clean  has  9  per 


Reckitt  &  Colman's  complete  Steradent 
range  with  Deep  Clean  in  its  new 
packaging  at  the  back 


cent  and  Fresh  6  per  cent,  Reckitts 
estimate. 

Introducing  Steradent  Fresh  was  part 
of  their  policy  of  developing  improved 
and  innovative  products  —  Deep  Clean 
being  an  earlier  example,  they  say.  Fresh 
had  the  potential  to  halt  or  slow  the 
decline  in  the  market  for  a  year  or  two. 

At  the  launch  Reckitts  forecast  a  15 
per  cent  brand  share  for  the  product 
within  a  year.  In  retrospect  this  was  over- 
optimistic  and  they  will  have  to  work 
harder  to  get  the  brand  share  than  was  at 
first  thought.  Perhaps  they  misjudged  the 
traditional  nature  of  older  consumers, 
they  reason,  and  underestimated  the 
difficulties  of  getting  a  new  and  fairly 
complicated  message  across. 

This  year  Reckitts  are  certainly 
working  hard  to  promote  their  products. 
The  company  says  it  is  spending  a  record 
£2!/2  million  on  promotion  and 
advertising  in  1982.  Next  month  Deep 
Clean  is  being  relaunched  with  the 
support  of  a  £700,000  national  television 
campaign.  New  packaging  and  point-of- 
sale  material  highlights  the  ten  minute 
cleaning  message.  The  television 
advertising,  which  re-inforces  this 
message,  breaks  on  August  9  and  will  run 
for  5  weeks. 


Heavy  support 


Stafford-Miller  also  say  there  is  heavy 
support  for  Dentu-Creme  this  year. 
National  television  advertising,  in-store 
promotions  and  detailing  to  the  dental 
profession  all  form  part  of  a  programme 
which  should  help  to  continue  the  growth 
seen  by  the  brand  last  year,  they  say. 

Promotional  activity  is  still  running  on 
Efferdent  following  its  relaunch  in  May. 
Two  thousand  foil  packs  of  the  new  Super 
Efferdent  tablets  have  been  given  away  to 
readers  of  Yours  and  1 .2  million  tablets 
are  now  being  distributed  free  to  dentists. 
All  the  samples  have  money-off  next  pack 
offers. 

In  extending  their  range  of  oral 
hygiene  products  Wisdom  have  not 
forgotten  the  denture  market.  Introduced 
earlier  this  year  their  denture  fresh  tablets 
have  been  formulated  to  release  a  greater 
proportion  of  oxygen  than  other 
products,  giving  50  per  cent  more 
sustained  agitation  thus  prolonging 
cleansing  action  and  sterilising  more 
effectively,  they  say.  Only  10-20  minutes 
soaking  should  be  required  for  removing 
normal  discolouration. 


Fixatives 


Stafford-Miller  are  seeking  to  further 
strengthen  their  dominant  position  in  the 
denture  fixative  market  this  year  with 
support  for  both  Super  Wernets  and 
Super  Poli-Grip. 

A  year-round  campaign  concentrated 
in  women's  magazines  and  the  national 
Press  is  being  used  for  the  former,  which 
is  brand  leader.  Super  Poli-grip  is  being 
backed  by  a  "heavier-than-ever" 
television  campaign.  The  theme  is  that 
confidence  can  be  expected  from  using  a 
denture  fixative. 

Pharmacist's  role 
in  educating 
about  fluorides 

It  is  now  well  established  that  fluoride 
reduces  dental  caries  and  pharmacists 
have  a  good  opportunity  to  educate  their 
customers  about  this. 

Last  year,  Drug  and  Therapeutics 
Bulletin  reviewed  fluoride  toothpastes, 
rinses,  gels  and  tablets.  It  concluded  that 
in  areas  where  the  water  contains  less  than 
0.7ppm  fluoride,  tablets  or  drops  should 
be  given.  These  should  be  started  soon 
after  birth  and  continued  until  the  age  of 
16.  If  tablets  are  taken  they  should  be 
allowed  to  dissolve  slowly  in  the  mouth, 
rather  than  swallowed  or  chewed,  as  this 
will  give  a  beneficial  topical  effect  once 
the  teeth  have  erupted. 

As  well  as  ingesting  fluoride,  children 
should  also  have  fluoride  topically  applied 
to  their  teeth,  the  Bulletin  said,  and  this 
could  be  achieved  simply  by  brushing  with 
a  fluoride  toothpaste.  If  the  teeth  are 
brushed  regularly  with  fluoride  there  is 
nothing  to  be  gained  by  routine 
application  of  fluoride  by  a  dentist. 

The  correct  dose  of  fluoride 
supplement  depends  on  the  concentration 
of  local  tap  water  and  the  age  of  the  child. 
The  British  Dental  Association 
recommends  that,  where  the  tap  water 
contains  less  than  0.3  parts  per  million, 
daily  dosage  should  be  0.25mg  fluoride 
for  children  up  to  2  years,  0.5mg  for 
chidren  2-4  years  and  lmg  for  children 
from  4  to  16.  Where  the  drinking  water 
concentration  is  between  0.3  and  0.7ppm 
fluoride,  supplements  should  not  be  given 
until  the  child  is  two  and  daily  dosage  is 
0.25mg  fluoride  between  2-4  years;  0.5mg 
between  4-16  years.  Fluoride  drops  or 
tablets  should  not  be  given  where  the 
water  contains  over  0.7ppm. 

It  seems  that  only  minimal  amounts  of 
fluoride  cross  the  placenta  hence  it  is 
unnecessary  for  pregnant  women  to  take 
fluoride  supplements.  ■ 
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RPH  CONFERENCE 


'Penal  servitude'  and 
'missionary'  work  in  Essex 

The  Great  Wakering  pharmacist,  Mr  Lawrence  Collin 
told  the  RPA  he  was  particularly  pleased  to  be  able  to 
address  them  as  a  proprietor  pharmacist  after 
completion  of  his  first  six  months  penal  servitude  "in 
what  was  a  pharmaceutical  wilderness."  The  Basic 
Practice  Allowance,  maximum  on-cost  and  low 
overheads,  had  helped  his  survival  along  with  his  own 
"missionary"  zeal  in  customer  contact  and  counsel. 


The  single  most  important  factor  in 
helping  "Mr  Collin's  pharmacy"  to 
remain  viable,  he  said,  was  the  presence  of 
Mr  Collin  and  his  ability,  as  a  pharmacist, 
to  provide  a  vital  service  to  the  area  and  to 
members  of  the  community  in  need.  It 
counted  for  very  little  to  stand  up  at  the 
local  village  hall  in  front  of  the  people 
who  had  never  previously  experienced  a 
pharmaceutical  service  to  tell  them  why 
they  needed  one.  But  since  then  the 
benefits  had  been  revealed  through  the 
practical  experience  of  customers  who  had 
been  given  advice  and  medication. 

"Many  other  factors  have  played  their 
part  in  helping  the  pharmacy  to  survive. 
Since  I  dispense  fewer  than  250  items  a 
month  the  pharmacy  receives  a  maximum 
on-cost  of  26  per  cent.  Additionally, 
because  the  pharmacy  is  two  miles  from 
the  next  nearest  pharmacy  I  receive  a 
Basic  Practice  Allowance.  Also,  the  fact 
that  the  pharmacy  is  situated  in  a 
supposedly  rural  area  means  that  the  main 
running  costs,  such  as  rent  and  rates,  are 
fairly  low." 

One  consequence  of  the  FPC  decision 
in  March,  he  said,  was  that  any  new 
patients  who  registered  with  the  local 
practice  and  who  reside  within  a  mile  of 
the  pharmacy  must  be  registered  on  the 
doctors'  prescribing  list  only.  This  also 
applied  to  any  babies  born  in  the  area, 
and  as  a  result  a  slow  but  nonetheless 
noticeable  increase  in  prescriptions  had 
resulted  from  the  local  practice. 

'On  rota'  soon 

Mr  Collin's  relatively  low  turnover  of 
customers  had  enabled  him  to  devote 
more  time  to  individual  consultations.  He 
is  shortly  to  provide  a  weekly  evening 
rota.  The  LPC  has  said  that  the  Great 
Wakering  pharmacy  will  eventually  be 
considered  as  a  special  case  for  a  payment 
under  the  Essential  Small  Pharmacies 
Scheme,  even  though  the  prescription 
numbers  may  not  themselves  satisfy  the 
usual  criteria  for  eligibility  for  inclusion  in 
such  a  scheme. 


To  sum  up,  Mr  Collin  felt  he  could  say 
with  guarded  optimism  his  pharmacy 
would  survive:  "The  reason  it  will  survive 
is  because  it  is  needed  .  .  .  My  break  of 
the  standstill  has  played  a  part  in  getting 
negotiations  on  Clothier  out  of  the 
doldrums.  I  believe  that  Great  Wakering 
was  at  the  back  of  the  minds  of  many 
doctors  when  the  Local  Medical 
Committees  voted  in  support  of  the 
voluntary  levy  last  month." 

Mr  Collin  was  confident  Great 
Wakering  patients  would  come  to  realise 
the  value  of  the  complete  pharmaceutical 
service  he  could  offer,  one  able  to 
highlight  the  "defaults  of  their  present 


system."  A  publicity  campaign  telling  the 
public  exactly  what  a  pharmaceutical 
service  could  offer  would  be  welcome.  "I 
am  happy  to  see  that  the  National 
Pharmaceutical  Association  is  considering 
such  a  scheme. 

"It  is  surely  time  that  the  public  were 
properly  informed  as  to  the  depth  and 
width  of  our  knowledge  and  the 
seriousness  of  our  responsibilities  so  that 
all  patients,  including  those  registered  on 
a  doctor's  dispensing  list,  are  left  in  no 
doubt  about  what  they  are  forfeiting 
without  pharmaceutical  care  and 
attention." 

Route  to  Clothier 

The  route  to  the  production  of  the  draft 
Clothier  Regulations  was  outlined  by  Mr 
Bruce  Rhodes,  assistant  secretary  of  the 
Pharmaceutical  Society  of  Great  Britain. 
He  thought  they  would  become  law  but 
was  not  absolutely  certain  because  there 
were  still  some  points  to  be  ironed  out  — 
points  of  contention  raised  by  the  Society 
and  PSNC  have  still  not  been  settled  with 
the  General  Medical  Services  Committee. 

"Should  they  become  law?"  asked  Mr 
Rhodes,  "I  think  so  but  they  are  a 
compromise."  The  current  Regulations 
are  daily  becoming  debased  by 
maladministration,  legal  judgments  which 
go  against  the  profession  and  sometimes 
by  lack  of  vigilance  within  our  own  ranks, 
he  said. 

The  alternative  to  Clothier  appeared 
to  be  innumerable  local  battles,  legal  cases 
and  a  positive  provision  of 
pharmaceutical  services  under  the  very 
noses  of  dispensing  doctors  which  would 
require  national  support  to  provide 

Continued  on  pl84 


Splendid  isolation  at  Great  Wakering 


The  pharmacy  at  Great  Wakering  run  by  Mr  Lawrence  Collin  opened  up  some  six 
months  ago.  It  has  been  the  centre  of  some  controversy  ever  since  within  the 
local  Family  Practitioner  Committee  who  refused  to  transfer  patients  from  the 
dispensing  doctors'  lists  for  two  years  or  until  Clothier  is  implemented.  Mr 
Collin 's  appeal  to  the  Secretary  for  Social  Services  for  an  inquiry  into  that 
decision  has  just  been  turned  down 
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RPA  Conference  Continued  from  pl83 


Mr  Rhodes  reviews 
the  rural  scene 

finance.  He  said  some  members  of  the 
profession  might  prefer  this.  But  though 
he  respected  their  views  he  was  impatient 
with  those  who  sought  simply  to  extend 
the  one  mile  radius  to  two,  three  or  even 
five  miles.  "That  is  not  one  of  the 
alternatives  being  offered." 

Rational  location 

Mr  Rhodes  urged  pharmacists  to  devote 
their  energies  to  fighting  or,  better  still, 
agreeing  and  working  with  the  medical 
profession  to  provide  the  best  service  to 
the  public.  Often  pharmacists  did  not  but 
spent  much  time  arguing  among 
themselves.  He  referred  to  the  problem 
within  the  profession  of  leapfrogging  and 
reminded  the  meeting  of  the  agreement  on 
proposals  for  a  rational  location  of 
pharmacutical  service  put  forward  by  the 
bodies  within  the  profession  but  rejected 
by  a  past  Minister  for  Health.  The 
proposals  were  not  negative  but  positive. 
Pharmacists  would  be  encouraged  to 
provide  a  service  in  deprived  areas  from 
either  a  full  or  part-time  pharmacy  or  by  a 
properly  remunerated  collection  and 
delivery  scheme. 

He  said  one  of  the  main  problems  was 
that,  the  profession  had  never  sought  to 
provide  the  nation's  entire  pharmaceutical 
service.  "We  have  chosen  to  provide  it 
only  when  it  suited  our  book."  There 
would  never  have  been  a  Clothier 
Committee  if  pharmacists  had  been  more 
positive  and  accepted  their  responsibilities 
years  ago. 

Mr  Rhodes  complimented  the  PSNC 
on  the  actions  taken  to  offer  positive 
incentive  to  take  the  profession  some  way 
in  the  right  direction  —  graduated  on 
cost,  Essential  Small  Pharmacies  Scheme 
and  the  Basic  Practice  Allowance.  The 
BPA  is  the  most  significant  change  in  the 
remuneration  of  the  profession  that  I  can 
recall.  He  also  wished  them  well  in  the 
latest  moves  to  secure  payment  for 
collection  and  delivery  schemes. 

Mr  Rhodes  said  he  wanted  to  stress  the 
importance  of  the  profession  taking  a 
positive  role  rather  than  reacting  to 
circumstances  only.  Pharmacists  should 
provide  an  improved  service  in  an  area  if 
there  was  a  need  and  not  wait  until, 
perhaps,  dispensing  doctors  offered 
collection  and  delivery  before  coming 
forward. 

Tenterden 

Because  feelings  had  run  high  on  this 
subject  and  the  extent  of  the  Society's 
involvement,  Mr  Rhodes  said  he  would 
like  to  to  take  the  opportunity  to  set  the 
record  straight.  "Of  course  the  Society 
was  involved.  In  fact  we  were  the 
instigators. 

Mr  Rhodes  met  Mr  Pay  to  advise  him 
in  August  1979.  The  matter  then 


proceeded  through  local  negotiation  and 
the  Central  Joint  Committee  and  it  was 
eventually  agreed  that  the  actions  of  the 
doctors  was  a  breach  of  the  standstill. 
Shortly  after  that,  the  Council  agreed  to 
authorise  a  publicity  campaign  which 
started  with  a  television  programme  on 
Tenterden,  during  which  Mr  Rhodes  was 
interviewed  at  length.  This  led  to  the  first 
meeting  with  the  administrator  of  Kent 
FPC. 

The  PSNC  then  took  the  financial 
responsibility  for  publishing  and 
distributing  the  leaflet  that  was  sent 
through  every  letter  box  in  the  area.  This 
was  usefu  but  did  not  make  the  doctors 
change  th  .ir  minds.  Mr  Pay  then  agreed 
to  take  legal  action.  Although  the  Society 
was  not  present  when  this  decision  was 
taken  and  was  not  asked  for  financial 
support  at  that  time,  it  was  certainly 
aware  and  was  represented  at  meetings 
with  the  counsel.  The  PSNC  played  the 
greater  role  here  because  it  had  already 
underwritten  what  it  was  hoped  would  be 
the  cost  of  the  case.  The  Society  was  only 
asked  to  contribute  when  the  costs  of  the 
case  spiralled.  Council  then  sought 
counsel's  opinion:  "It  was  a  categoric 
'no'." 

Supervision  and  standards 

The  basic  principle  of  the  Medicines  Act  is 
that  all  medicines  should  be  sold  by 
pharmacies  and  all  other  sellers  are  by 
exemption.  The  value  of  supervision  to 
the  consumer  and  to  the  profession 
cannot  be  underestimated,  Mr  Rhodes 
said.  There  had  never  been  a  more 
important  time  to  say  just  this. 
"Supervision  must  take  place,  and  must 
be  seen  to  be  taking  place.  The  monopoly 
of  sales  is  not  given  to  protect  you  and  I 
and  the  profession,  but  the  public.  Any 
reduction  in  standards  can  only  work 
against  pharmacy." 

Mr  Rhodes  added  that  there  was  no 
magic  in  pharmaceutical  premises  as  is 
abundantly  clear  to  any  casual  observer, 
but  there  was  power  and  protection  in  the 
hands  of  the  pharmacist. 

Clothier  'a  compromise' 

Mr  Alan  Smith  talked  further  of  the 
Clothier  compromise  (see  pi 52).  He 
believes  that  although  some  of  the 
principles  pharmacists  will  give  up  when 
Clothier  becomes  law  are  significant  — 
the  right  to  practise  in  80  per  cent  of 
England  and  Wales  for  example  —  the 
practical  effects  are  not  so  dramatic. 

When  controlled  areas  are  determined 
(the  80  per  cent  rural  areas  envisaged)  and 
the  patient  has  to  make  a  written  request 
to  be  put  on  a  doctor's  dispensing  list,  the 
"right  of  choice"  will  have  been 
formalised.  This  will  be  much  better  than 
the  current  oral  process.  Mr  Smith  warned 
that  if  Clothier  was  not  implemented 
then:  "There  would  be  open  warfare  on 
the  same  regulations  that  have  existed 
since  1911." 

He  outlined  the  recent  benefits 
negotiated  on  behalf  of  the  profession 
that  had  been  of  particular  benefit  to  rural 
pharmacies  —  the  BPA,  ESPS,  graduated 


Lawrence  Collin  tells  the  conference 
about  his  'six  months  penal  servitude'  in 
Great  Wakering  with  RPA  chairman, 
Mervyn  Madge  and  secretary  John  Davies, 
listening  attentively 


on-cost.  There  had  been  a  change  in 
attitude  *o  the  provision  of  part-tiime 
pharmacies.  They  were  now  encouraged 
in  areas  which  could  not  support  a  full- 
time  one. 

Mobile  pharmacies 

A  feasiblity  study  on  mobile  pharmacies 
had  just  been  presented  to  the  PSNC  and 
would  be  discussed  at  the  next  meeting.  If 
it  were  economically  viable  and  it  was 
possible  to  run  a  "proper"  service  then  it 
would  merit  consideration  (In  later 
discussion  Mr  Rhodes  pointed  out  the  law 
would  have  to  be  amended). 

PSNC  was  also  looking  at  a  stock  / 
order  system  similar  to  the  Scottish 
model.  There  doctors  were  able  to  order 
"bag"  supplies  by  presenting  an  order  to 
the  pharmacist  who  was  reimbursed  by 
the  FPC  at  cost  plus  25  per  cent  without  a 
professional  fee. 

Turning  to  the  Clothier  compensation 
fund  to  be  established  by  voluntary 
contributions  from  both  professions  Mr 
Smith  declared:  "I  personally  hope  we 
pay  £1 ,000s  in  compensation  to  the 
medical  profession  because  it  would  mean 
Clothier  was  actually  working. 

The  definition  of  rurality  would  be  a 
problem  but  in  practice  Mr  Smith  believed 
decisions  would  be  taken  in  committee  at 
a  national  level  advised  by  the  rural 
dispensing  committees  (In  later  discussion 
some  of  the  possible  criteria  for 
determining  rurality  were  mentioned: 
Frequency  of  bus  services,  whether  the 
population  was  above  or  below  10,000 
with  due  consideration  of  the  nature  of 
the  conurbation,  whether  or  not  voting 
lists  are  in  street  order  and  a  study  of  the 
various  maps). 

"Under  Clothier,"  said  Mr  Smith, 
"justice  is  more  likely  to  be  done  and  it 
will  be  seen  to  be  done." 

Rural  computing 

Mr  Roger  King  presented  a  paper  "Is 
rural  computing  the  way  ahead?"  He  said 
that  by  their  very  nature  pharmacies  in 
rural  communities  were  ideally  suited  to 
the  type  of  patient  registration  and  record 
keeping  he  envisaged,  with  computerised 
prescriptions  originated  by  the  doctor 
printed  on  a  pharmacy  terminal  (C&D, 
July  10,  p83).H 
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When  is  a  wool . .  ? 

When  I  was  a  lad,  and  somebody  came 
into  the  shop  and  asked  for  cotton  wool, 
they  had  to  be  supplied  with  Cotton  Wool 
BPC  and  nothing  else,  or  it  was  ten  years 
in  the  salt  mines.  In  recent  years, 
however,  all  sorts  of  concoctions  have 
been  supplied  as  cotton  wool;  but  the 
manufacturer  had  to  label  them 
"household",  "nursery",  "cleansing"  or 
such-like  (and  not  "cotton"). 

Kimberley-Clark  have  put  an  end  to  all 
that  nonsense  and  introduced  1984 
newspeak  a  couple  of  years  ahead  of  its 
time  with  their  new  line  Kleenex  Boutique 
cotton  wool  ("over  13  feet  of  pure,  soft, 
white  cotton  wool")  whose  carton  bears 
the  addendum  (in  small  print)  "made 
from  viscose  fibres". 

Now,  in  my  book  "viscose"  means 
"rayon".  I  suppose  you  could  stretch  it  to 
include  any  other  man-made  fibre;  but 
"cotton"  it  certainly  is  not.  How  can  the 
product  be  both  "cotton"  and  "non- 
cotton"?  Are  the  manufacturers  guilty  of 


selling  an  article  which  is  not  of  the 

quality  or  nature  described,  or  of  the 

more  serious  crime  of  massacre  of  the 

English  language? 

Raymond  Hutchinson, 

Harrow  Weald, 

Middlesex. 

Kimberley-Clark  confirm  that  they 
discussed  product  description  and  pack 
designs  with  both  Government  bodies  and 
trade  organisations  before  marketing. 
They  point  out  that  many  products  in  this 
market  are  available  with  a  similar 
description-constituent  conflict,  but  the 
authorities  have  agreed  to  the  descriptions 
provided  the  consumer  is  not  misled  about 
the  constituent.  A  parallel  can  be  drawn 
with  products  such  as  ice  "cream",  it  is 
suggested  (and  even  "wool"  is  a 
misnomer!)  —  Editor. 

Back  wholesalers 

My  first  impression  on  the  Unichem 
decision  (see  pi 48 — Editor)  is  to  say  "I 
told  you  so"  to  all  the  chemists  who  have 
been  fruitlessly  purchasing  goods  over  the 
past  five  decades  to  obtain  mythical 
discounts.  Why  cannot  we  now  all  get 
behind  our  wholesalers  and  buy 
everything  from  them  —  and  make  the 
DHSS  pay  for  this  decision? 

Let  us  decide  once  and  for  all  to  buy 


only  from  our  wholesalers.  Prices  will 
then  become  stabilised  and  the 
Government  will  have  to  pay  us  those 
prices  —  to  hell  with  all  their  "swagmen" 
and  "out-of-the-bag"  travellers. 

When  will  we  chemists  see  sense  and 
stop  "sniffing"  for  new  deals  in  drugs? 
Our  livelihood  has  always  been  tied  up 
with  the  wholesalers:  they,  not  the 
manufacturers,  should  dictate  all  our 
prices.  Until  we  stop  searching  for 
"extras"  we  will  not  get  a  fair  deal.  Good 
luck  to  Unichem  and  all  the  other 
wholesalers:  our  way  ahead  is  through 
them  and  their  technological  approach. 
Max  Wigley, 
Cardiff. 

'Cheaper 9  medicines 

Xrayser,  in  his  item  headed 
"Supercharged"  (July  17),  invites  an 
industry  spokesman  to  "put  him  right" 
about  prices  charged  by  pharmaceutical 
manufacturers,  following  disclosures  by  a 
company  convicted  of  selling  medicines 
without  a  product  licence. 

The  Pharmaceutical  Price  Regulation 
Scheme  which,  in  various  forms,  has  been 
in  existence  in  this  country  since  1957,  is 
designed  specifically  to  ensure  that  British 
taxpayers  get  good  value  for  money  and 

Continued  on  pl88 


Advertisement 
Materials 


We  should  like  to  draw  the  attention  of  advertisers  to 
paragraph  4  of  the  Conditions  of  Acceptance  of 
Orders,  which  states: 


PRINTING  MATERIAL  WILL  BE  RETAINED  for  a 
period  of  twelve  months  following  publication  after 
which  they  will  be  destroyed,  unless  their  return  has 
previously  been  requested  by  the  advertiser  or  his 
agents'. 


We  regret  that  problems  of  storage  compel  us  to, 
implement  this  rule  more  rigidly  than  in  the  past: 
and  we  wish  to  give  notice  that  all  materials  used 
June  1981  will  be  destroyed  unless  we  receive  in- 
structions by  August  14th  1982  to  return  then  to 
the  advertiser  or  agent. 


ABBOTT  INTRODUCE 
PATIENT  COMPLIANCE  INSTRUCTIONS 
IN  BENGALI,GUJERATI,  HINDI, 
PUNJABI  AND  URDU. 


Communication 
between  the  Doctor  and 
the  non-English  speaking 
patient  presents  a  problem. 
A  problem  which  is  often 
repeated  in  the  pharmacy. 

To  aid  communication 
Abbott  Laboratories  are 
providing  Doctors  with  The 
Compliance  Box,  containing 
translated  instructions  to 
patients  on  how  to  take 
Erythrocin®  500  B-Pack  ™ 
tablets  and  the  Erythroped® 
range  of  medicines. 

You,  the  Pharmacist, 
are  needed  to 


implement  the  service. 

You  may  receive  a  pre- 
scription with  a  label  attach- 
ed to  it.  The  label  is  divided 
in  two.  The  top  section  has 
the  Doctor's  instructions  to 
patient  in  English,  The  trans- 
lated equivalent  on  the 
lower  section  can  be  easily 
peeled  off  and  put  onto  the 
patient's  pack. 

Consequently,  both  the 
Pharmacist,  and  the  Doctor 
can  feel  assured  that  the 
patient  is  taking  the 
medication  in  the 
intended  way. 


Further  information  from 
Abbott  Laboratories  Limited 


Queenborough.  Kent  ME  11  5EL 
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BUSINESS  NEWS  Chemical  industry 

"^^^^^^^^^^^^^^^^M  pessimistic  .  .  . 


Ronson  back  in  hands 
of  receivers 


Ronson  International,  the  company 
formed  by  Mr  Jeffrey  Port  when  he 
purchased  the  British  assets  of  Ronson 
Products  from  the  receiver  last  December, 
is  itself  now  in  the  hands  of  the  receiver. 
Standard  Chartered  bank  this  week  called 
in  chartered  accountants  Arthur  Andersen 
&  Co  to  act  as  joint  receivers  and 
managers  for  the  company. 

The  aim  of  the  receivers  at  the  moment 
is  to  justify  a  period  of  further  trading  for 
Ronson,  hopefully  enabling  the  company 
eventually  to  get  back  in  the  black.  Their 
evaluation  of  the  company  is  still  in 
progress,  and  as  yet  they  are  unable  to 
estimate  the  level  of  Ronson's  debts. 
Ronson  International's  200  staff  in 


Britain  are  currently  employed  by  the 
receiver  on  a  day-to-day  basis. 

A  further  statement  will  be  issued 
when  the  evaluation  is  complete.  Supplies 
of  Ronson  International  products  have  so 
far  escaped  disruption,  and  it  is 
understood  the  company's  overseas 
activities  have  not  so  far  been  effected. 

When  Mr  Port  purchased  the  assets  of 
Ronson  Products  last  year  (C&D,  January 
23,  pl54),  he  also  acquired  the  right  to  use 
the  Ronson  name  throughout  most  of  the 
world.  He  planned  at  the  time  to  lease  the 
name  and  trademark  for  use  on  a  wide 
range  of  products  around  the  world, 
entering  into  negotiations  with  a  number 
of  companies  in  Britain  and  abroad. 


UGC  to  shut  down 
at  New  Cross 

United  Glass  Containers  are  to  shut  down 
the  remaining  furnace  at  their  New  Cross 
glassworks  in  South-East  London  towards 
the  end  of  the  year.  One  of  their  two 
furnaces  at  Shettleston  in  Glasgow  will 
also  be  closed  down. 

These  closures,  which  will  cost  a  total 
of  480  jobs,  reflect  the  need  to  "reduce 
fixed  costs  by  matching  output  to  demand 
in  a  manner  which  avoids  idle 


machinery",  says  the  company.  At  the 
New  Cross  plant,  which  was  built  in  1908, 
the  layout  and  available  space  will  not 
allow  for  installation  of  the  latest 
equipment. 

The  white  flint  glass  bottles  produced 
at  New  Cross,  mainly  for  the 
pharmaceutical  and  toiletries  industries, 
will  be  transferred  to  Harlow  in  Essex, 
where  arrangements  are  being  made  to 
accommodate  the  special  needs  of  the 
trade.  United  Glass  stress  that  they  remain 
keen  to  build  this  area  of  business.  Amber 
bottles  will  continue  to  be  produced  at 
Castleford  in  Yorkshire. 


Christie  invest  f  1m 
in  new  factory 


The  new  factory  will  be  Christie's  fifth 
since  they  were  founded  in  1860.  They 
moved  to  Farnham,  Hants,  after  being 
bombed  out  in  London  in  1942,  and 
transfered  to  Aldershot  in  1948.  The  latest 
unit  is  the  first  to  be  "purpose-built," 
however. 


Thomas  Christie  Ltd  have  begun  work  on 
new  manufacturing  premises  at  their 
North  Lane,  Aldershot,  site.  The  first  sod 
was  cut  —  using  a  mechanical  excavator 
—  by  Toby  Glover,  14-year-old  son  of 
managing  director  John  Glover  and  a 
great,  great  grandson  of  the  company's 
founder. 

The  new  factory  will  be  built  on  spare 
land  at  the  back  of  the  current  site  and  as 
the  transfer  is  made,  early  in  1983, 
removal  of  the  old  buildings  will  release 
land  for  the  development  of  a  small 
industrial  estate  with  a  further  16  units. 

Christie  are  investing  £lm  in  the 
project  —  unusual,  they  say  for  a  private 
company  in  times  of  recession.  The  first 
phase  comprises  1,000  sq  m  of  production 
and  packaging  area,  1 ,428  sq  m  of 
warehouse  and  700  sq  m  of  office  space. 
A  second  phase,  not  yet  given  the  go- 
ahead,  allows  for  a  further  645  sq  m  of 
warehousing. 


The  Chemical  Industries  Association's 
latest  set  of  statistics  and  reports  from 
member  companies  confirms  that  trading 
conditions  for  the  UK  chemicals  industry 
continue  to  be  weak.  Production  figures 
for  April  show  output  in  the  heavy 
industrial  sectors  of  the  industry  falling 
back  after  some  gains  in  March,  though 
performance  in  the  more  consumer- 
orientated  sectors  such  as  toiletries  and 
soaps  is  said  to  be  more  encouraging. 

The  overall  index  of  production 
declined  by  2  per  cent  in  April.  The  CIA 
blame  this  decline  on  "the  continuing 
slackness  of  industrial  activity  with 
manufacturing  output  still  bumping  along 
the  bottom."  Depressed  world  trading 
conditions  are  also  cited. 

Capital  expenditure  in  the  industry  for 
the  first  quarter  of  1982  amounted  to 
£287m,  a  drop  of  10  per  cent  in  real  terms 
compared  to  the  same  period  last  year. 
This  shows  a  considerable  contrast  with 
the  CIA's  investment  intentions  survey, 
which  in  March  indicated  there  would  be 
an  overall  investment  increase  of  7  Vi  per 
cent  this  year. 

.  .  .  but  drug  exports 
perform  well 

Pharmaceutical  exports  in  the  first  quarter 
of  1982  totalled  £246.  lm,  according  to 
latest  figures  issued  by  the  Association  of 
the  British  Pharmaceutical  Industry.  This 
represents  an  increase  of  27  per  cent  on 
the  estimated  £194m  recorded  for  the 
same  period  last  year.  Final  figures  for 
some  months  of  1981  are  not  yet 
available,  due  to  the  Civil  Service  dispute 
which  was  in  progress  at  the  time. 

Exports  in  March  this  year  reached 
£95m  —  the  highest  monthly  figure  ever 
recorded. 

Imports  for  the  first  quarter  were 
valued  at  £85. 5m,  up  50.6  per  cent  on  the 
previous  year's  £56. 7m,  leaving  the 
balance  of  trade  surplus  up  16.9  per  cent 
at  £160. 6m. 

'Dubious  ethics'  of 
suppliers  criticised 

Sir  Gordon  Borrie,  Director  General  of 
Fair  Trading,  this  week  criticised  the 
ethics  of  suppliers  who  offer  incentives  or 
inducements  to  individual  members  of  a 
company's  purchasing  staff. 

Sir  Gordon  explained  that  the 
employees  offered  these  incentives  were 
usually  either  responsible  for  the  purchase 
of  goods  or  services  themselves,  or  in  a 
position  to  strongly  influence  the 
purchasing  policy  of  their  organisation. 
While  some  offers  were  trivial  in  nature, 
others  included  gifts  such  as  typewriters, 
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television  sets  or  free  holidays.  One  offer 
cited  by  Sir  Gordon  stated:  "Write  your 
own  cheque  —  £10  for  every  roll  of  carpet 
ordered."  The  reason  such  incentives 
should  be  looked  at  differently  from 
practices  such  as  bulk  discounts  and  so 
on,  as  explained  by  Sir  Gordon,  is  that 
"the  incentive  is  directed  at  the  individual 
employee  so  that  the  employee  rather  than 
the  company  as  a  whole  benefits. 

"Such  inducements  divert  attention 
away  from  normal  purchasing  criteria, 
such  as  price,  quality  and  fitness  for  the 
job,  and  provide  the  temptation  of 
personal  gain.  If  the  incentive  has  any 
point,  it  is  to  induce  conflict  of  interest." 

Sir  Gordon  added  that  the  most 
effective  way  of  combating  this  kind  of 
business  practice  is  likely  to  be  self- 
regulation,  and  applauded  the  efforts  of 
the  Institute  of  Purchasing  and  Supply  in 
highlighting  the  dangers  inherant  in  the 
practice. 

OFT  receive  over  Vim 
consumer  complaints 

The  Office  of  Fair  Trading  recorded 
526,308  consumer  complaints  in  the  year 
up  to  the  end  of  September,  1981. 

Of  these  the  largest  category  (70,251) 
concerned  household  appliances.  The  next 
largest  was  complaints  about  motor 
vehicles  and  accessories  (60,715).  Only 
1,802  complaints  were  received  about 
toilet  requisites  —  the  second  smallest 
category  in  the  goods  section. 

In  the  services  section,  home  repairs 
and  improvements  engendered  the  most 
complaints  (14,363),  while  12,935  were 
made  about  professional  services.  The 
complaints  figures  were  provided  by  local 
enforcement  authorities  and  advice 
agencies. 

The  report  also  lists  4,791  convictions, 
involving  fines  totalling  £935,421  and  17 
prison,  probation  and  community  service 
sentences,  for  criminal  offences  under 
various  consumer  laws  including  the 
Trade  Descriptions  Act,  Fair  Trading, 
Consumer  Credit,  Weights  and  measures 
and  Food  and  Drugs  Acts.  Annual  report 
of  the  director  general  of  Fair  Trading 
1981  (£7.05)  HMSO. 


Hills  go  for  NCR 


Hills  Pharmaceuticals  have  placed  an 
order  with  NCR  for  a  distributed 
computer  network  to  handle  their  order 
processing.  The  four  individual  systems, 
to  be  located  in  Burnley,  Birmingham, 
Huddersfield  and  Warrington,  will  link  up 
to  give  the  company  a  comprehensive 
information  exchange  using  a 
combination  of  centralised  and 
distributed  computer  operations. 

The  new  system  will  use  Direct  Order 
Visual  Entry  (DOVE)  software.  A  special 
version  of  this,  known  as  DOVE  3,  has 
been  developed  for  use  by  pharmaceutical 
wholesalers. 


First  Silver  Awards 
in  Kodak  scheme 

Three  well-known  independent  processing 
laboratories  are  first  to  receive  the  new 
Kodak  Silver  Awards  for  quality:  B.  Alan 
Freegard  of  Poole,  Grunwick  Processing 
Laboratories  Ltd,  of  Borehamwood  and 
Regency  Colour  Laboratories,  Enfield 
(formerly  known  as  Cross  of  Enfield). 

The  Silver  Awards  are  given  for 
consistently  high  quality  photofinishing 
on  Kodak  paper  for  two  consecutive 
months  —  in  this  case  April  and  May.  If 
the  winning  photofinishers  can  maintain 
this  quality  during  June  and  July  they  will 
receive  the  Gold  Award. 

The  following  table  of  merit  lists  all 
the  photofinishers  who  achieved  the 
points  standard  during  May.  This 
standard  is  judged  by  a  combination  of 
results  from  the  Kodak  monitoring  service 
and  "blind  survey"  prints:- 
B.Alan  Freegard  Ltd  of  Poole,  Belmont 
Photo  Works  Ltd  of  Belfast,  Regency 
Colour  Laboratories  of  Enfield, 
Grunwick  Processing  Laboratories  Ltd, 
of  Borehamwood,  Napcolour  Ltd  of 


APPOINTMENTS 


New  NPA  head  of 
pharmacy  planning 


Mr  Eric  R.  Fortune 
is  appointed  head  of 
the  National 
Pharmaceutical 
Association's 
pharmacy  planning 
department.  Mr 
Fortune  has  20 
years  experience  of 
shopfitting,  the  last 
ten  of  which  have 


dealt  mainly  with  the  refitting  of 
pharmacies.  Before  joining  the  NPA  he 
ran  his  own  contracting  company,  later 
joining  another  larger  group  of 
shopfitters.  Both  companies  were  on  the 
NPA  list  of  approved  contractors. 

Mr  Fortune's  approach  to  the 
department's  work  will  be  based  on  the 
concepts  learned  and  applied  while 
running  his  own  businesses.  He  hopes  to 
make  the  service  more  comprehensive, 
with  more  emphasis  placed  on  practical 
work,  while  still  continuing  the  late  Mr 
Ken  Long's  policy  of  providing  a 
completely  unbiased  advisory  service  to 
members.  The  department  has  also 
recruited  a  trainee  draughtsman,  Mr 
Tarquin  Cook,  to  assist  Ms  Freya 
Trotman  in  the  drawing  office. 

■  Boots  Company  pic:  The  following 
appointments  are  made  to  the  board  of 
principal  subsidiaries:  Mr  R.J.L.  Davies, 


Chester,  R.H.Williams  of  Haverfordwest, 
Scottish  Colorfoto  Ltd  of  Alexandria, 
S.H.  Shayler  Ltd  of  Carterton,  Thomas 
Litter  of  Peebles,  and  United 
Photographic  Laboratories  Ltd  of 
Downton. 

In  addition  to  the  Silver  Award 
winners  the  following  laboratories  were  in 
the  April  table  of  merit :- 
Forest  Photographic  of  Walthamstow, 
Napcolour  Ltd,  Liskeard  and 
Photographic  Services  NW  Ltd, 
Wallasey. 

□  Kodak  Ltd  have  joined  the  British 
Printing  Industries  Federation  and  the 
London  College  of  Printing  in  sponsoring 
the  National  Business  Calendar  Awards. 
The  company  has  been  associated  with  the 
competition  for  the  past  four  years, 
hosting  the  presentation  ceremony  and 
exhibiting  the  prize  winning  calendars  at 
their  High  Holborn  galleries. 

For  the  first  time  this  year,  a 
photographer  is  added  to  the 
competition's  judging  panel.  Entry  forms 
for  the  1983  awards,  which  will  be 
presented  next  January,  will  be  available 
in  September  from  Norma  Mulcahy,  11 
Bedford  Row,  London  WC1R4DX. 


territorial  general  manager,  Boots  the 
Chemist;  Mr  P.  Dobson,  senior  vice 
president,  Boots  Drug  Stores  (Holdings), 
Toronto,  Canada;  Mr  M.F.  Ruddell, 
director  of  chemist  and  beauty  /  fashion 
merchandise;  Mr  J.T.  Steel,  director  of 
public  relations;  Mr  B.E.  Whalan, 
director  of  home  and  leisure  merchandise. 
All  the  above  also  become  directors  of 
Boots  the  Chemists.  Additionally,  Mr 
J.D.  Bryer  (president  of  Boots 
Pharmaceutical,  Shreveport,  USA) 
becomes  a  director  of  Boots  International 
and  Mr  F.A.  Smith  (chief  project 
engineer)  is  appointed  a  director  of  Boots 
Pure  Drug  Co. 

■  Glaxo  Pharmaceuticals  Ltd:  Mr  A.J. 
Byrne,  BPharm  (Hons),  has  been 
appointed  international  product  manager, 
with  responsibility  for  cardiovascular  a  id 
dermatological  products.  Mr  Byrne  joi  s 
Glaxo  from  Sandoz  Products  where  he 
was  marketing  planning  manager.  He 
began  his  career  in  the  pharmaceutical 
industry  with  Parke-Davis  &  Co  as  a 
medical  representative.  He  joined 
Hoechst  Pharmaceuticals  in  1965  where 
he  held  a  number  of  marketing 
appointments,  including  that  of  senior 
product  manager. 

■  Arthur  H.  Cox  &  Co  Ltd:  Mr  B.  Beesley 
is  appointed  director  of  marketing  with 
responsibility  for  both  domestic  and 
international  markets.  He  has  many  years 
experience  in  the  pharmaceutical  industry, 
having  been  with  Riker  Laboratories  and 
Armour  Pharmaceuticals  covering  a  wide 
range  of  therapeutic  products. 


More  Business  News  overleaf 
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MARKET 
NEWS 


Chemical  surpluses 
hold  prices  down 

London,  July  20:  There  are  growing  signs 
of  surplus  stocks  among  some 
pharmaceutical  chemicals  in  certain 
overseas  countries  and  this  is  tending  to 
hold  down  prices.  While  the  larger  traders 
with  strong  financial  resources  behind 
them  are  content  to  hold  on  for  an  upturn 
in  business  in  the  future,  others  without 
the  same  backing  are  taking  their  profit 
and  getting  out. 

Russia  appears  to  be  a  big  seller  of 
sulphathiazole  at  the  moment  and  its  price 
has  dropped  by  50p  per  kg.  Imported 
succinyl  sulphathiazole  prices  are  also 
weak  but  sulphadiazine  is  short  and 
dearer  by  20p  per  kg.  Imported  thiamine 
from  such  countries  as  China  and  Korea  is 
dearer  as  a  result  of  the  import  duty  being 
re-applied.  Elsewhere  among  vitamins 
folic  acid  is  in  short  supply  again  and 
ascorbic  acid  prices  are  firm. 

Little  business  was  transacted  in  the 
essential  oil  sector  last  week.  Some  of  the 
Chinese  oils  were  dearer  but  the  new  rates 
were  scarcely  tested.  Only  Brazilian 
peppermint  could  be  said  to  be  traded  at 
continually  higher  levels.  Dearer  among 
botanicals  were  aloes,  Canada  and  Peru 
balsams  and  Indian  valerian  root. 

Pharmaceutical  chemicals 

Ammonium  acetate:  BPC  1949  crystals  £1 . 14  kg  in  50-kg  lots. 
Ammonium  bicarbonate:  BPC  £234.77  metric  ton,  ex-works, 
in  50-kg  bags. 

Ammonium  tartrate:  Commercial  £3.29  kg  in  50-kg  lots. 
Ascorbic  acid:  (per  kg)  25-kg  £6.05;  500-kg  £5.50-£5.78  as  to 
source;  coated  £6.27  —  (25-kg  lots). 
Bismuth  salts:  £  per  kg. 

50-kg  250-kg 
salicylate  12.06  £11.75 

subcarbonate  7.50  7.26 

subnitrate  5.73  5.59 


Ferrous  sulphate:  Dry  £590  metric  ton. 

Magnesium  carbonate:  BP  per  metric  ton  —  heavy  £800;  light 

£600-£645  as  to  maker. 

Succinylsulphathiazole:  £10.20  kg  in  50-kg  lots;  imported  £6.20 
(250-kg). 

Sulphadiazine:  BP  68  £5  kg  in  250-kg  lots. 
Sulphathiazole:  BP  1973,  £4  kg  in  /2-ton  lots. 
Tetracycline:  Hydrochloride  £14  kg  in  250-500  kg  lots. 
Thiamine:  Hydrochloride  /  mononitrate  £  1 8.43  kg  in  20-kg 
lots  of  British  origin;  500-kg  £17;  imported  £16.50. 
Zinc  acetate:  Pure  £1 .63  kg  in  50-kg  lots. 
Zinc  carbonate:  Pharmaceutical  grade  £756  per  metric  ton. 
Zinc  chloride:  Anhydrous  powder  £450  metric  ton,  delivered 
U.K. 

Crude  drugs 

Aloes:  Cape  £1,540  metric  ton  spot;  £1 ,525,  cif.  Curacao 
£6,500,  cif. 

Balsams:  (kg)  Canada:  £17  spot;  £17.10,  cif.  Copaiba:  Spot 
£4.20;  £3.75,  cif.  Peru:  £9.75  spot;  £9.85,  cif.  Tolu:  Spot 
£5.95. 

Henbane:  Niger  £1,510;  metric  ton  spot;  £1 ,625,  cif. 
Valerian:  European  unquoted.  Indian,  no  spot;  £2,055,  cif. 

Essential  and  expressed  oils 

Anise:  (kg)  Spot  £12.50;  £1 1,  cif. 
Bois  de  rose:  £8.75  kg  spot;  £7.50  cif. 

Cinnamon:  Ceylon  leaf  £3.40  kg  spot;  £3.15,  cif;  bark; 
English-distilled,  £150. 

Eucalyptus:  Chinese  £2.95  kg  spot;  £2.85,  cif.  Spanish  £4.35 
spot. 

Patchouli:  Indonesia  £24  kg  spot;  £22.25,  cif. 
Peppermint:  (kg)  Arvensis  —  Brazilian  £7.75  spot  and  cif. 
Chinese  £3.90  spot;  £4,  cif.  American  piperata  £13. 
Petitgrain:  Paraguay  £8.50  kg  spot;  £7.90,  cif. 
Spearmint:  Chinese  £9  kg  spot;  £8.75,  cif.  American  from 
£11. 50  spot. 

The  prices  given  are  those  obtained  by  importers  or 
manufacturers  for  bulk  quantities  and  do  not  include  value 
added  tax.  They  represent  the  last  quoted  or  accepted  prices  as 
we  go  to  press. 


Briefly . . . 


■  The  Department  of  Trade's  June  Retail 
Prices  Index  for  all  items  was  322.9 
(January  1974  =  100).  This  represents  an 
increase  of  0.3  per  cent  on  May  1982 
(322.0)  and  of  9.2  per  cent  on  June  1981 . 

■  David  Barlow's  Employers  Guide  to 
Absenteesism  and  Sick  Pay  (hardback 
£10.95)  aims  to  provide  a  practical 
reference  guide  to  legislation  in  the  area. 
Subjects  discussed  include  control  of 
absenteeism,  sick-pay  schemes, 
employers'  statutory  sick-pay  and  the  new 
self-certificition  legislation  introduced  on 
June  14. 

■  John  H.  Heron  Ltd  have  changed  their 
telephone  number  to  0405  427 1 .  The 
company  will  be  announced  at  this 
number  as  Timm  Group  of  Companies. 
The  change  is  designed  to  eliminate 
customer  difficulties  in  getting  through  to 
John  H.  Heron  at  their  old  number. 


Information  update 


The  Institute  of  Information  Scientists  is 
organising  a  2-day  'Information  update' 
seminar  in  London,  November  1-2.  One 
purpose  of  the  seminar  will  be  to  review 
the  state-of-the-art  in  such  fast-moving 
fields  as  pharmaceuticals,  biotechnology, 
new  materials  and  electronics.  A  second 
aim  is  to  allow  participants  to  exchange 
experience  on  the  latest  use  of 
microcomputers,  new  software  packages 
and  other  information  technology. 

The  seminar  will  be  led  by  experienced 
information  scientists  from  industry  and 
information  consultants  who  have  a 
specialist  knowledge  of  each  major  topic. 
Venue  is  the  Zoological  Society's 
headquarters  in  Regents  Park.  Institute 
members  £60,  non-members  £65.  Further 
details  from  Institute  of  Information 
Scientists,  Harvest  House,  62  London 
Road,  Reading  RG1  5 AS. 


Continued  from  pl85 

that  pharmaceutical  manufacturers  do  not 
make  unacceptable  profits  out  of  sales  to 
the  NHS.  But,  unlike  price  control 
schemes  in  some  other  countries,  it  does 
take  into  account  the  fact  that  taxpayers 
benefit  from  this  country  having  a 
successful  research-based  industry 
providing  employment  for  thousands  of 
people  and  consistently  achieving  each 
year  a  "surplus"  of  exports  over  imports 
now  approaching  £600  million  a  year. 

If  the  Government  were  to  disallow 
the  costs  involved  in  sustaining  research 
expenditure  in  this  country  (currently 
running  at  over  £300m  a  year)  the  NHS 
drugs  bill  could  be  reduced.  The  taxpayer, 
however,  would  lose,  not  gain  from  such  a 


■  ICC  Information  Group  Ltd  have 
acquired  8,000  sq  ft  of  new  office  space  at 
28-42  Banner  Street,  London  EC1.  They 
retain  their  offices  at  81  and  51  City  Road. 
The  new  premises  are  intended  to  allow 
expansion  of  the  company's  publications 
division.  New  services  based  on 
information  provided  by  computer  will 
also  be  located  at  the  new  address. 

■  A  new  publication  from  the  Distributive 
Industry  Training  Board  concentrates  on 
helping  firms  deal  with  the  basics  of  new 
technology  in  the  shop  and  office.  "The 
Computer  —  How  to  Decide"  (£3.00) 
explains  in  detail  the  range  of  systems 
available,  examining  their  function, 
operation  and  suitability.  The  reader  is 
encouraged  to  investigate  the  needs  of  his 
particular  business,  and  so  to  make  a 
logical  choice  of  system  and  supplier.  A 
glossary  of  technical  terms  is  also 
provided.  Available  from:  Sales 
Department,  DITB,  Maclaren  House, 
Talbot  Road,  Stretford.,  Manchester. 


The  United  Kingdom  Clinical  Pharmacy 
Association  is  to  run  two  workshops  on 
"Practical  pharmacokinetics"  on 
September  29  at  the  Hammersmith 
Hospital,  London  and  on  November  17  at 
the  Whitchurch  Hospital,  Cardiff. 

The  workshops  will  cover  basic 
principles,  drug  accumulation  and  dosage 
adjustment  in  renal  impairment.  UKCPA 
is  producing  a  series  of  four  educational 
supplements  on  practical 
pharmacokinetics,  and  the  first  three 
form  the  basis  of  pre-reading  material  for 
the  workshop.  Application  forms  are 
available  (£14  members  and  £24  non- 
members)  from  Dr  D.  J.  Anderson, 
principal  pharmacist,  Hammersmith 
Hospital,  Du  Cane  Road,  London  W12 
0HS,  telephone  01-743  2030  (ext  37)  and 
Mr  M.  Spencer,  Staff  pharmacist, 
University  Hospital  of  Wales,  Heath 
Park,  Cardiff  CF4  4XW,  telephone  0222 
755944  (ext  2988). 


move.  More  money  would  have  to  be 
found  for  imports,  less  income  would  be 
derived  from  drug  exports  and  royalties, 
investment  in  production  and  research 
would  be  curtailed,  and  the  taxpayer 
would  be  required  to  fund  unemployment 
benefit  to  those  thrown  out  of  work. 

Xrayser  says  that  if  he  had  lived  in 
Harrogate  he  might  have  been  tempted  to 
buy  the  cheaper  products  from  Maltown 
Ltd.  But  there  is  no  evidence  to  suggest 
that  NHS  taxpayers  have  benefited  by  a 
single  penny  from  these  illegal  activities  in 
selling  unlicensed  products. 
P.F.  Lumley 
Public  affairs  manager 
Association  of  the  British  Pharmaceutical 
Industry,  London  SW1. 


COMING  EVENTS  UKCPA  workshops 
iMBBMBi—  on  pharmacokinetics 
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CLASSIFIED 


Stock  for  Sale 


STARCH  BLOCKERS 

THE  AMAZING  NEW  DIETARY  AID 

following  the  recent  publicity  in  the  national  press  that  this  product  has 
received,  we  are  pleased  to  be  able  to  offer  FROM  STOCK,  the  original 
"legume  protein  concentrate"  at  the  significantly  low  price  of: — 

£3.45  per  50  tablets 

suggested  retail  price  of  £5.99  (VAT  inc.) 

Available  by  RETURN  OF  POST  at; 

£59.50  (VAT  included)  per  15  bottles 

In  view  of  the  tremendous  demand  this  product  is  attracting,  please  include  your 

remittance  with  your  order. 

ALL  ORDERS  DESPA  TCHED  B  Y  RETURN. 


To:  DOESKIN  LTD,  56  LEATHER  LANE,  LONDON  EC1N  7TP.  01-242  3744 

PLEASE  DESPATCH  BY  RETURN  x  15  BOTTLES  STARCH  BLOCKER 

at  £59.50  per  carton.  CHEQUE  ENCLOSED  £  

Name  

Address  


Tel: 


Agents 


Appointments 


WELL  CONNECTED 
AGENTS  REQUIRED 

in  several  areas  of  UK  and  Ireland  for  regionally 
established  range  of  HERBAL  COSMETICS  and  BABY 
PRODUCTS  to  Chemists,  Departmental  Stores  and 
Health  Food  outlets. 

Please  apply  to  BOX  2866. 


Stock  for  Sale 


Pharmacy 
Antiques 


rti"  > 


The  'One-Stop' 

Shop  Equipment 
Centre 


From  unique  space  created 
showroom  displays  to  small 
merchandisers  you  can  now  enjoy 
a  service  second  to  none  and  realistically 
priced  units. 
You'll  like  our  fresh  approach. 


SHOP  EQUIPMENT 
LIMITED 


Otterspool  Way,  Watford,  Herts  (0923.34528) 
June  5.  Ml. 


WANTED.  All  old  fashioned  chemist 
shop  items.  Contact:  Robin  Wheeler 
Antiques.  Ashtead  (03722)  72319. 


Cash  register 


services 


CASH  REGISTER  SERVICES  offer  24 
hour  7  day  breakdown  service.  Loan 
machines,  supplies,  new  and  rebuilt 
machines  and  hiring.  285  Hertford 
Road,  Edmonton  N9  7ES.  Telephone: 
01-805  5143,  01-341  4302  or  01-367 
6767,  Ext  1335. 


SALES 
REPRESENTATIVE 

Jackel  International  (UK)  Ltd.,  have  a 
vacancy  for  a  Sales  Representative  in  the 
Kent,  S.W.  London  and  part  of  Sussex  area, 

Good  basic  salary  plus  attractive  bonus 
scheme.  A  company  car  is  provided,  plus 
fringe  benefits. 

Please  reply  in  writing  to: — 
Mr.  R.  G.  MARLOW 
5  TOWNCROFT, 
CHELMSFORD, 
ESSEX  CM1  4JX. 
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Products  wanted 


Auctions 


O.T.C.  Proprietary  Health  Care 

PRODUCTS  WANTED 

We  are  a  major  U.S.  based  international  Health-Care  company 
with  strong  marketing  and  distribution  organisations  in  all 
major  international  markets.  To  complement  and  grow  our 
existing  OTC/  Proprietary  Business  we  are  interested  in  the 

Licensing  or  Purchasing  of  OTC/ Proprietary  &  related  Health- 
Care  Products. 

Interested  Parties  are  invited  to  write  in  the  strictest  confidence 
to  our  agent:  — 

MR.  R.  HENDERSON, 
c/o  MERLECROFT,  OWSLEBURY, 
HANTS.  S021  1  LP. 


WALTON 


BY  ORDER  OF  J. A.  TALBOT  ESQ.,  F.C.A. 


AND  R.C.  TURTON  ESQ.,  F.C.A. 
MANAGERS  OF 


JOINT  RECEIVERS  AND 


FLEUR  BEAUTY  PRODUCTS  LTD  AND  FLEUR  CONTRACT  PACKAGING  LTD 
BUTTERLEY  HILL,  RIPLEY,  DERBYS. 

WALKER  WALTON  HANSON 

Will  sell  by  Auction  on  the  Above  Premises  On 

TUESDAY  3RD  AUGUST  1 982  at  1 0.30  am 

AEROSOL  AND  LIQUID  FILLING  MACHINERY,  LABORATORY  EQUIPMENT  AND  STOCK 
ON  VIEW:  Monday  2nd  August  1982,  9am  —  4.30am 
CATALOGUES:  (Price  50p)  From  the  Auctioneers,  Walker  Walton  Hanson,  Dept  FB,  Byard  Lane, 
Nottingham  NG1  2GL.  Tel:  (0602)  54272 


Shopfittings 


Trade  services 


SHOPFITTING 

for  the 

Professional  Retailer 

Creative  design 
^Professional  Manufacture 
'Total  Contract 
cPrompt  Installation 
Attractive  finance  facilities 


SHOPFITTING  & 
DESIGN  CENTRE 


2  A  HALLATROW  RD,  PAULTON ,  AVON  .  (0761)418941 


SHOPFITTING 


Everything  you  need  to  know 
is  in  this  FREE  pack,  sent  by 
return  of  post.  Nor1hllT^\£j 

Group 


SHOWRAX 

Tower  Works,  Lower  Road, 
Gravesend,  Kent,  DA11  9BE 
Tel:  Gravesend  (0474)60671 


EXPORT/ IMPORT 

PHARMACEUTICAL  for 

Africa,  Middle  East  and 
worldwide.  Buying  or 
selling  contact  us 

Telex  923421  WEMSEC-G 
Attn  Mr.  Jeffrey 


Quality  and  original  Continental 

System  plus  total  package  NPA 

recommended  NO  system  matches 

UMDASCH  for  quality.  Prices 

pleasantly  competitive.  See  for 

yourself  .  .  .  there's  no  obligation. 

Umdasch  Systems, 

Apeils  Contracts  Ltd,  Dallow  Road, 

Luton,  Beds  LU1  1FP. 

Ring  Luton  10582)  30833  NO  W! 


apian  N\ 

shopfitting  limited 
alpbn  house,  cavalier  road, 
heathf ield,  newton  abbot,  devon. 
tql2  6tg      tel.  0626  832059. 
from  counters  to  total  contracts 
alplan  s  national  coverage  for 

pharmacies 


International  Cosmetics  & 
Perfumery  Sales 

For  branded  perfumes  and 
cosmetics  at  competitive  prices. 
Wholesale  only. 

Channel  YSL  Rochas  etc. 

113  Middlesex  Street,  London  El . 
Telephone:  01-377  2143/2147. 

Price  list  please  send  SAE.  Location: 
Outside  Liverpool  Street  Station. 


J.  Richardson 

COMPUTER  LABELLING 

Now  Widely  Acclaimed  as  being 
WELL  AHEAD  OF  ALL  OTHERS 

None  is  faster,  an  open  challenge 
No  other  is  easier  to  use 
No  other  produces  a  more  attractive  label. 
No  other  offers  so  many  features  for  the 
price. 

500-1500  drugs  tailored  to  your  pharmacy 
—  constant  full  label  display  —  easy  error 
corrections  —  repeat  labelling  —  counts 
and  gives  print-out  of  dispensing  —  invoice 
pricing  etc  etc. 
Priced  £1 295-E1 450  (lease  from 
£45/month) 
j.  RICHARDSON  MPS  CHEMIST 
13  Hope  Terrace,  Lostock  Hall, 
Preston  PR5  5RU.  Tel:  (0772)  311328 
or  phone  Croston  600494  anytime 


WELL  AHEAD  OF  ALL  OTHERS? 

To  learn  what  Computer  Systems  can  really  do  for  Pharmacy 

send  for  OCS's  free  literature  and  booklet  "A  Guide  to 

Computer  Systems  in  Pharmacy". 

ORRIDGE  COMPUTER  SYSTEMS  LTD., 

George,  Orridge  Group, 

117  High  St.,  Epping,  Essex  CM16  4BD. 


Business  Opportunities 


Republic  of  Ireland 
DO  YOU  WISH  TO  INCREASE  YOUR 
SALES  AND  CUT  YOUR  COSTS? 

Our  Sales  Force  currently  sells  several  brand  leaders  to 
the  chemist/department  stores  achieving  widespread 
national  distribution  in  the  Republic  of  Ireland  market. 
We  would  like  to  hear  from  Companies  with  existing 
brands  or  new  products  who  seek  to  reduce  their  selling 
overheads  and /or  increase  sales  volume  by  appointing 

an  effective  distributor. 
We  can  assure  you  of  successful  business  if  your  brands 
are  in  the  cosmetic,  toiletory  or  O.T.C.  medicines 
market. 

Please  write  in  confidence  to: 
BOX  C&D  2865 
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need 
another 

copy 


Simple 


care' 


NEW 


Subscribers  who  require 
a  second  copy  of  each  issue  i 
Chemist  &  Druggist  Price  Li 
weekly  cumulative  amendmer 
additional  to  the  copy  suppli 
subscription.  The  cost  of  this  second  copy,  sent  to  the  same  address  as  the  weekly 
journal,  is  £19.00  per  annum. 

If  you  wish  to  order  an  extra  copy,  please  complete  and  return  the  order  form  below. 
If  an  additional  copy  of  the  Price  List  is  required  at  a  separate  address,  this  will  be 
supplied  on  the  basis  of  a  full  subscription  including  weekly  cumulative  price 
amendments  and  the  news  weekly,  the  charge  for  which  is  £42.00  per  annum. 


yes 


—  please  supply  an  additional  copy  of  each  issue  of  Chemist 
&Druggist  Price  List  and  mail  this  to  the  following  address: 


Name 


Company 


Address 


Signature  Date 


N.B.  Your  subscription  to  CHEMIST  &  DRUGGIST  is  probably  allowable  as  a  trading  expense  for  taxation 
purposes  —  ask  your  accountant  or  tax  inspector. 


Chemist  &  Druggist,  Benn  Publications  Ltd,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW 


We've  always  made 
our  battery  last  longer 

now  we 

make  it  go  faster. 


We've  gone  to  great  lengths  to 
make  Duracell  the  longer  lasting 
battery,  and  that's  the  reason  it's  so 
successful  with  your  customers. 

Well,  this  Summer  we're  taking 
£1  off  their  next  purchase  of  any 
5- type  Duracell  they  choose,  to  make 

our  batteries  as 


fast  moving  as  they  are  long  lasting 
Simply  by  sending  us  just  one 
proof  of  purchase  plus  a  leaflet 
from  the  free  display  material  we 
provide,  your  customers  will 
receive  a  voucher  entitling  them  to 
£1  off  their  next  purchase.  Which 
will  encourage  those  never-before 
buyers  and  also  lead  to  a  long 
lasting  run  of  repeat  sales. 
Meanwhile,  we'll  be  sup- 
porting the  long  lasting  battery 
with  a  £600,000  national 
TVcampaign  in  July  and  August. 

For  more  information, 
contact  your  usual  stockist,  ring 
or  write  to:  Duracell  Sales  Office, 
Duracell  UK,  Duracell  House, 
Gatwick  Road,  Crawley,  Sussex. 
Telephone:  Crawley  0293  512021. 

Duracell.  No  ordinary  battery 
looks  like  it  or  lasts  like  it. 
Or  makes  money  like  it. 


